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Generalaire No. 1960F, 
in Pine Frost Green. 


im your choice of decorator colors 


46 smarily-styled models, efficiently designed and sturdily built for a business lifetime of wear 


Picture in your own office this smart 
new Generalaire, finished in Pine Frost 
Green! Or you can have it in Gray, 
Suede Brown, Autumn Haze, Glen 
Green or Manila Tan — with harmoniz- 
ing Velvoleum or Textolite writing top. 


These are the decorator colors in which 
GF now offers modern metal desks. 
They bring freshness and new life into 
any office. They convert drab monotone 
clerical areas into interesting, inspiring 
places to work. 


As for the GF Generalaire desk itself, 
‘it incorporates too many new exclusive 


features to name here. But of this you 
may be sure: It has everything you'd 
expect in a much costlier desk . . . plus 
some efficient features you won't find 
even in far more expensive desks. This 
metal desk can’t split or warp, its draw- 
ers will never stick, its solidly- welded 
joints can’t come loose. Year after year, 
from the day you buy a GF Generalaire, 
it will be as hancscme as it is today. 
That’s real economy! 


There’s a GF Generalaire for every 
office job . . . 46 models. . . and the best 
way to choose is to see them for your- 


GF metal business furniture is a good investment 


(Circle 583 for more information) 


self at your nearest GF Dealer or 
factory branch showroom. For an illus- 
trated folder, write The General Fire- 
proofing Company, Department M-59, 
Youngstown 1, Ohio. 


NERAL 
FIREPROOFING 


Foremost in Metal Business Furniture 
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Genuine leather upholstery gives you a lot of sales features. One of the best 


is its easy cleanability. Ink and grime, oil and grease, food and beverage stains— 
they all swish right off with a damp cloth and mild soap. No special treatment, no waxing 


or polishing, no dry-cleaning. No wonder leather upholstery sews up the sale so often! 
Only genuine leather wears as well as it looks 


THE UPHOLSTERY LEATHER GROUP, INC. © 141 East 44th Street, New York 17, N. Y. 


(Circle 629 for more information) 
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LEES CARPETS BY FLOOR STYLES, SAN FRANCISCO. CALIF. 


HEAVENLY CARPETS FLY HIGH 


Lees leads the way 
with high-quality service 
and heavenly colors aboard 
the world’s luxury planes 


YOU CAN CIRCLE THE GLOBE on 
Lees Carpets! Yes, you can! Whether 
you’re taking a short hop from 
Memphis to Milwaukee—or a long 
jaunt from Peoria to Pakistan—you 
can sink your happy feet into the 
comfort and luxury of Lees Carpets 
all the way! 


NEW LUxURY DC-6B’s, DC-7’s and 
DC-7C’s by Douglas Aircraft offer 
passengers the beauty, ease and quiet 
of Lees Carpets underfoot. Among 
airlines that Douglas Industrial De- 


sign Section coordinates interiors for 
are Braniff, Continental, Delta, KLM 
Royal Dutch, Northwest, Pan 
American, Scandinavian Airlines Sys- 
tem and Western Air Lines. United’s 
new Mainliners feature their Lees 
Carpets in interiors designed by 
Raymond Loewy. 


THE WISE OLD SAYING, “Lees Car- 
pets belong in every space that serves 
the public,” packs plenty of plain 
common sense. Lees Carpets have 
proved themselves on land, sea, and 


(Cirele 592 for more information) 
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For further 
information 

on how Lees can 
work with you on 
purchasing carpet 
for any business need, 
please write to 

James Lees and Sons 
Company, Bridgeport, 
Penna., Commercial 
Carpet Division 


in the air, to be practical, long-term 
investments. 


RELIABLE FIGURES SHOW the av- 
erage cost of maintaining 1,000 square 
feet of carpeted floors for one year 
under heavy traffic is $189 vs $383 for 
the same area of non-carpeted floors. 


MEMO TO MANAGEMENT: Lees de- 
signs and makes commercial carpets 
for every budget and business re- 
quirement. Friendly carpet on the 
floor—brings customers to your door! 
Lees Carpets mean good business! 
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for Responsible Responsibility 
CHOOSE MAYFLOWER LONG-DISTANCE MOVING SERVICE 





> By “responsible responsibility” we mean: “We stand back of 
our service... we are prepared and able to make good on our 
promises.” In long-distance moving it means a company that 
assumes complete and undivided responsibility for every move 
...and for every detail of every move. It means a company that 
is well-established .. . that zs financially responsible. That’s the 
kind of responsibility you can rely on from the Aero Mayflower 
Transit Co., Inc.... provider of America’s Finest Long-Distance 
Moving Service since 1929... the first carrier to receive nation- 
wide operating rights from the ICC ... and the owner of the 
world’s largest fleet of moving equipment. 


AERO MAYFLOWER TRANSIT COMPANY, INC. - INDIANAPOLIS 


Mayflower Service is available through selected warehouse agents throughi- 
out the United States and Canada. Your local Mayflower agent is listed under 
Moving in the classified section of your telephone directory. 








America's Finest Long-Distance Moving Service 


(Circle 557 for more information) 
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THE COFFEE BREAK IS HERE TO STAY! 


Control it best with Kwik-Kafé 














When you install hot coffee 
dispensers in the office, the 
idea is to see how much, not 
how little, coffee will be 
consumed. 














Because if only a few em- 
ployees use the dispenser, 
you can depend on it that 
the majority are getting their 
coffee elsewhere. 





You won’t control absentee- 
ism that way—not without 
serious impairment of office 
morale. For the coffee break 
is a national habit. 

















HOT COFFEE 








Rudd-Melikian machines 
and Kwik-Kafé invariably 
outsell other makes. And 
the more a machine is used, 
the smoother the coffee break. 
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In one famous test case* a 
rival dispenser was putting 
out 25 cups a day. When a 
Kwik-Kafé machine was in- 


stalled beside it... 











the Kwik-Kafé machine’s 


output quickly rose to 1600 
cups a day! (And the staff 
was staying on the job—near 
their desks and telephones.) 














* Names and details on request 








Rudd-Melikian dispensers serving delicious Kwik-Kafé are installed and serviced by our nation- | Rudd-Melikian, Inc., Dept. 1 5K, Hatboro, Pa. 
wide network of franchised dealers free of charge where volume warrants, and on a trial basis, | 
if you wish. Send me free booklet, ‘Control your coffee break.” 
Get in touch with your local Kwik-Kafé dealer, or send direct to us for free booklet. | 
\ | Your Name art 
> Push the button! Outcomes a freshly | 
™ brewed cup of coffee every time. | Firm Name aoe 
=, /| | 
Address eupuersjinietmnpneenauninaincnidacntinianimaitens 
likian, | 
Rudd-Melikian, Inc. Hatboro, Pa. 1c — zon stata 


(Circle 619 for more information) 
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LOCATION 
FACTS 


on financial assistance 
the free enterprise way 


Financing a new plant today is a 
problem for any business, large or small. 

In New York State, 
companies and 


many banks, 
insurance investment 
houses are willing individually to help 
you in making arrangements to finance 
new operations or build new plants. In 
addition, by special charter of the State 
Legislature, there has been established 
in the State of New York the New York 
Business Development Corporation. This 
organization is privately financed and 
managed and specifically designed to 
assist qualified enterprises in financing 
new or expanded operations in the State. 

If you have a financing problem, our 
business is to put you in touch with the 
proper sources of capital. Therefore, 
whether you need mortgage money to 
help finance your new plant in New 
York State or working capital to cover 
expanded operations or to offset expen- 
ditures for moving into the State, do not 
hesitate to get in touch with us. 

Financing won’t be your only con- 
sideration in deciding on a new plant. 
You will want complete facts on labor, 
markets, water, available sites or build- 
ings, power, fuel, transportation and 
raw materials, to mention just a few. 
And you will want information on these 
as they apply to the successful operation 
of a specific plant. 


A tailor-made report 


Any or all of the factors important to 
your analysis will be covered in a con- 
fidential report to you—tailored to your 
needs. It will be prepared by a profes- 
sional and experienced staff to cover 
either New York State locations of your 
choice, or, if you wish, sites which we will 
select on the basis of your needs. 


Our booklet, ‘‘Industrial Location Serv- 
ices,’’ explains what we can do for you. To 
get your free copy, write me at the New 
York State Department of Commerce, 
Room 676, 112 State Street, Albany 7, 
New York. 


2, 
EDWARD T. DICKINSON 


COMMISSIONER OF COMMERCE 


(Circle 603 for more information) 





LETTERS TO THE EDITOR 


Opinions on managem t consultants 


sir: Your current article on manage- 
ment consultants [“The businessman’s 
opinion of management consultants.” 
MANAGEMENT METHODS, Sep- 
tember 1956] is interesting evidence 
of the growing importance of this rel- 
atively new profession. 

The text, however, appears to in- 
terpret the survey results rather neg- 
atively. I submit the following state- 
ments as a truthful and accurate 
interpretation of your survey results 
as presented in the panel, “What 
They Said.” 

1. Of the recommendations made by 
the consultant, 100% were imple- 
mented at least partially. 

2. Ninety per cent of those recom- 
mendations are still in effect. 

3. Operation or morale was not dis- 
rupted at all in 82% of the assignments. 
4. Half of the clients felt that they 
got their money’s worth. 

5. The consultant kept within original 
time and cost estimates 59% of the 
time. 

6. Three-fourths of the clients still 
have confidence in consultants. 

7. The specialized consulting firm is 
preferred to the large firm with com- 
plete services. 

8. Eighty-two percent of the total 
clients feel that the consultant renders 
valuable service, but 23% feel that the 
service is too costly for them. 


Note: Ejighty-two per cent of the 
clients have used consultants more 
than once. 


We feel that your interpretation of 
these same facts was somewhat less 
than objective. For example: You in- 
terpreted 41% as “significant” in one 
place and as “almost half” in another. 
A more positive (and accurate) ap- 
proach, we feel, would have been to 
concentrate on the 59%—and even 
rounding it off to “almost two-thirds” 
would have been more correct. 

You also said “. . . there is no cen- 
tral licensing or regulatory agency to 
control management consultant prac- 
tices.” Our Association of Consulting 
Management Engineers, organized in 


1929, is such a body for the leading 
firms which constitute its membership. 


BRUCE PAYNE 

PRESIDENT 

BRUCE PAYNE & ASSOCIATES, INC. 
WESTPORT, CONNECTICUT 


stn: Since there are an unknown num- 
ber of thousands of individuals and 
firms labeling themselves “manage- 
ment consultants,” it is not surprising 
that experience by clients is not re- 
ported as universally satisfactory. Our 
association naturally is unhappy about 
this situation. 


However, it is interesting that 82% 
of the firms surveyed in your study 
have used consultants more than once 
and that 76% continue to have confi- 
dence in consultants. 


The Association of Consulting Man- 
agement Engineers was organized 24 
years ago for the purpose of aiding 
generally the profession as a whole 
and to aid directly the individual 
member firms in producing the most 
effective results with and for their 
clients. 

It has long been one of our basic 
purposes to develop, maintain and en- 
force rigorous membership require- 
ments and high standards of ethical 
professional practice which will make 
membership in the association a rec- 
ognized mark of experience, stability, 
confidence and reliability. 

WALTER J. SEMLOW 

PRESIDENT 

ASSOCIATION OF CONSULTING 
MANAGEMENT ENGINEERS INC. 
NEW YORK 


What is public relations anyway? 


sir: The analysis of company public 
relations by Messrs. Ruder and Finn 
in your September issue was fine as 
far as it went—but I don’t think it 
went far enough. Certaintly top man- 
agement should think of PR opportu- 
nities in terms of the firm’s public 
image and corporate personality. 

But it should be made clear that no 
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VTS Oo 


New G-E Thinline Room Air Conditioner 





fits anywhere—takes up 4 less space 











Amazing versatility gives old and new 


buildings low-cost, area-by-area air conditioning 


Because of its unique spacesaving 
design, the General Electric Thinline 
Room Air Conditioner can be in- 
stalled in virtually any window space 
with little or no projection either in- 
side or out. 

It can even be installed either all- 
inside or all-outside the windows and 
still project less than previous corre- 
sponding models. 


Thinline Room Air Conditioner in- 
Stallation offers you efficient, low-cost 
operation by cooling only the areas of 
the building in use at any given time. 
With an Accessory Timer, available 


at slight additional cost, Thinlines can 
be set to go on and off automatically 
on a pre-arranged schedule for a 
seven-day cycle. 

When you invest in Thinline, you 
are assured of General Electric’s fa- 
mous dependability. You can rely on 
prompt delivery and installation. All 
units backed by a written guarantee. 

The G-E Thinline is available in 4, 
34 and one horsepower models, all in 
the same sized housing. General Elec- 
tric Company, Appliance Park, Louis- 
ville 1, Kentucky. Most models avail- 
able in Canada. 


Progress Is Our Most Important Product 


GENERAL @® ELECTRIC 
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only! 16% ‘ inches thin 


Fits flush with wall, with little or no overe 
nang. To install through the wall in new con- 
struction, build in the all-metal sleeve where you 
intend to place a Thinline. Seal the sleeve until 
you are ready to install the unit. Then, slip the 
unit into the sleeve for weather-tight installation. 


1 








Where could 


she be? 






S D FP solves the problem 


No matter how efficient your office, you 
may easily have overlooked the impor- 
tance to lower costs of SDP — Strategic 
Dictionary Placement. 

Dictionaries are essential business 
tools. The average stenographer checks 
the spelling or use of four words daily. 
Each time, she loses five minutes con- 
sulting an “available” dictionary some- 
where else in the office — often inter- 
rupting others. At $1.25 per hour, that’s 
$108.13 per stenographer going down 
the drain each year! 

You can eliminate this profit-drain by 
equipping each person in your office 
with a personal desk copy of Webster’s 
New Collegiate Dictionary—a Merriam- 
Webster. What’s more, by minimizing 


GQ Mevuam-Websli 


REG. VU. 5. PAT. OFF 


G. & C. MERRIAM CO., Springfield 2, Mass. 


the human temptation to guess .. . by 
encouraging “the dictionary habit”... 
your business will gain the prestige of 
correctly spelled, precisely written, 
accurate correspondence. 

Start cutting costs with SDP now — 
with Webster’s New Collegiate Diction- 
ary on every desk. Call your stationery, 
book, or department store. $5. Thumb- 
indexed $6. 





CAUTION: Insist on a 
genuine Merriam-Webster 


Only in the Merriam series of 
Webster’s dictionaries will you find 
completely reliable and authorita- 
tive information based on more than 
a century of specializing in diction- 
ary making. 




















(Circle 658 for more information) 








| public relations counsellor, regardless 


of his abilities, can by his efforts alone 
make a sick company well or make a 
bad company good in the eyes of its 
employees, customers and neighbors. 
He cannot create speeches, state- 
ments or advertising campaigns that 
will alter a really bad PR situation, 
unless company policies and actions 
afford him PR or publicity “angles.” 

A competent PR man can favorably 
interpret and project company actions 
to various publics. He can develop or 
discover public relations-publicity op- 
portunities for the company. He can 
counsel management on the public re- 
lations significance of company deeds. 
But management cannot expect the 
public relations man to trowel on plas- 
ter to “whitewash” ill-advised actions. 

There is no professional mystery 
surrounding the practice of good pub- 
lic relations. In most cases, success de- 
pends largely on finding things one 
can talk about with pride. A public 
relations man must first counsel man- 
agement on how to “do good,” or un- 
earth evidence of “good,” and then 
interpret and project this aspect of 
corporate personality to the several 
publics of company interest. 

To supplement the Ruder and Finn 
definition of public relations (“estab- 
lish a favorable climate in which to do 
business”), I should like to add the 
classic: “Public relations is 90% doing 
right and 10% talking about it.” This 
not only affirms that public relations 
is always present, whatever one’s 
business, but also that good public 
relations is an extension of everything 
the company says and does. And the 
second definition also suggests the fine 
line that exists between public rela- 
tions and publicity—not mentioned in 
the Ruder and Finn piece. Reduced to 
very simple terms, the “doing good” is 
public relations, and the “talking 
about it” is publicity. 

I say “amen” to the authors’ final 
thesis: all firms have public relations 
all the time. As one well-known PR 
man puts it: the choice is not if man- 
agement should have public relations 
or not, but shall they be good or bad. 


IRVING SMITH KOGAN 

PUBLIC RELATIONS DIRECTOR 
HICKERSON INC., ADVERTISING 
NEW YORK AND DES MOINES 


J. M. 


MM’s new size 


BWith the September issue, MAN- 
AGEMENT METHODS changed its size. 
The size change was based on the re- 
sults of a survey in which 83% of 
readers responding said they prefer 
the present standard size to the for- 
mer “super” size. Since the change 
was made, a large number of readers 
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In this new Acousti-Celotex ceiling, a 
number of businesses are discovering 
a new way to create a modern office: 
Acousti-Celotex Sound Conditioning Tile 

. for an atmosphere of quiet comfort, 
where noises of equipment and every- 
day office routine are checked at the 
start. And Acousti-Lux Translucent Pan- 
els... for the most effective light dif- 
fusing system yet devised, resulting in 
glare-free illumination evenly distrib- 
uted throughout the office. 


REG. U. S. PAT. OFF. 
fu. S. PAT. NOS. 2,218,992 & 2,701,355 





Home Federal Savings & Loan Association, San Diego, Calif., ceiling installation of Acousti-Lux*t 
Translucent Panels combined with Celotone* Tile. Architect: Frank L. Hope & Associates. 


Efficient operation and maintenance 
—A carefully-engineered ceiling of 
Acousti-Celotex Tile and Acousti-Lux 
Translucent Panels is quickly installed 
in existing buildings or during new 
construction. The products are designed 
for practical maintenance performance 

. the tile can be washed or cleaned 
and can be repainted repeatedly with- 
out loss of sound absorption efficiency 

. the translucent panels are easily re- 
moved and washed when necessary 





and, because Acousti-Lux units are 
actually double panels, they do not 
show the dirt and dust which may fall 
on the back of the panel. 

No Charge for Know-How,” for you 
do not pay a penny for the most im- 
portant part of Acousti-Celotex service 
— 30 years of sound engineering experience 
—in installations of all types, under all 
kinds of acoustical conditions. 

Mail the Coupon for complete infor- 
mation without obligation. 


MAIL COUPON TODAY! 


Corporation, Dept. MM-106 


0S, La Salle St., Chicago 3, Illinois 


cost or obligation, please send me full details on 
-LUX TRANSLUCENT PANELS and Acousti- 





Acousti-(e.otex 


REGISTERED U. S. PAT. OFF. 


ound Cultoui 


Products for Every Sound Conditioning Problem—The Celotex Corporation, 120 S. 
taSalle St., Chicago 3, Ill. * In Canada: Dominion Sound Equipments, Ltd., Montreal, Quebec 
(Circle 563 for more information) 
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Makers of famous SAMSONITE LUGGAGE 
go 100% for cotton towels* 


= ¥ os 








: 


*Fairfax towels used by Shwayder Brothers 
are supplied by Hamilton Towel Supply, 
Denver, Colorado. 


@ Samsonite luggage—made by Shwayder Brothers—accounts for more than 
a fourth of the nation’s retail luggage sales. Shwayder is also a leading 
exponent of cotton towels for plant and office use. At their Denver head- 
quarters the most modern business methods are combined with a real old 
fashioned interest in the comfort and well-being of their employees. With 
these two basic concepts in mind, Shwayder tested all types of washroom 
equipment—and chose cotton towels. They find their employees really appre- 
ciate the soft, “at-home” touch of cotton towels. And management goes for 
the lowered maintenance costs, reduced fire hazard and cleaner, tidier wash- 
rooms. No wonder Shwayder Brothers have used cotton towel service con- 
tinuously for over 25 years 

So take this tip from wise management~— give the towel job to cotton in 
your office building, plant or institution. Write for free booklet which ex- 
plains how cotton towel service will help you. The address: Fairfax, Dept. 
G, 65 Worth Street, New York 13, N. Y. 


Here’s How Linen Supply Works... 

You buy nothing! Your linen supply dealer furnishes 
everything at low service cost —cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


Fairtax:-lowels 


A PRODUCT OF WEST POINT MANUFACTURING CO. 
WELLINGTON SEARS CO., SELLING AGENTS, 65 WORTH STREET, NEW YORK 13 
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have written to us expressing an opin- 
ion on the new size. All have been 
favorable; following are a few sam- 
ples. 

EDITOR 


sir: Just a line to tell you that I feel 
that a real improvement has been 
made in your publication, MANAGE- 
MENT METHODS, by its change in size 
... 1 think that the change in size will 
be welcomed by all your readers. 
GEORGE F. S. ELDER 
BROWN BROTHERS HARRIMAN & CO. 
PHILADELPHIA 


str: I like the new MANAGEMENT 

METHODS format. Congratulations on 

the progress that you and your maga- 
zine have made. 

H. O. FROHBACH 

PRESIDENT 

CHART-PAK, INC. 

STAMFORD, CONNECTICUT 


str: You are to be congratulated upon 
changing the size which, I am sure 
will be more appreciated by all receiv- 
ing your wonderful magazine. 


F. M. ROOS 

PURCHASING AGENT 

CONSOLIDATED METAL PRODUCTS CORP. 
ALBANY, N. Y. 


six: May I commend the publisher 

and editorial staff for the highly pro- 

fessional job that is being accom- 

plished in this publication for private 
and public administrators. 

RICHARD L. BLACK 

BUSINESS ADMINISTRATOR 

CITY OF ENGLEWOOD 

ENGLEWOOD, N. J. 


sin: ... this issue is a great improve- 
ment over previous issues. The size is 
handy to hold while reading, and easy 
to file for future reference. . . . I espe- 
cially liked the brief summary in 
italics on the contents page and the 
two color headings in columns which 
add to the ease of reading. . . . The 
new features and the profile series are 
excellent additions to the publication. 
JOHN F. PIERCE 

MANAGEMENT CONSULTANT 

BOSTON, MASSACHUSETTS 


FMC management development 


sir: In publishing my article on “Case 
history results of a management de- 
velopment program” in your Septem- 
ber 1956 issue, you omitted one short 
paragraph which is, I believe, signifi- 
cant in appreciating our philosophy at 
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The hand is not quicker 
than the Tickometer — 


...lmprints, stamps, cancels & counts 






































as many as 1000 pieces a minute ! 


The Tickometer works eight to ten times as fast as a 
conscientious girl, and more accurately! It takes over those 
tedious, repetitive tasks of counting and marking that 

take so much time, eat up so much of your payroll. 


e Thousands of companies are speeding procedures, 
showing worthwhile savings—by imprinting checks, 
coupons, sales and production slips, tags, tickets, 
product labels, etc. with the Tickometer. Jt has 
innumerable applications. And it is so accurate that 
banks trust it to count currency! 


e The Tickometer is easy to set, can be used by 
anybody. Feeds and stacks automatically, registers 
part or whole runs. Sold or rented. Nationwide service, 
from 289 cities. Ask the nearest PB office for a 
demonstration. Or send the coupon for free illustrated 
booklet, and case studies. 


New Package 
Imprinter 


Imprints folding 
cartons, containers, 
bags—at speeds up 
to 7,500 an hour. Even does 
imprinting on envelopes and dealer 
literature. Sharply reduces volume and 
variety of carton inventories, avoids 
waste in preprinting. Can be used by 
anybody. Ask for demonstration, or send 
coupon below. 











PITNEY-BOWES, INC. 
4546 Walnut Street 
Stamford, Conn. 


© 


(J Send free Tickometer booklet & case studies 
(_] Send free Imprinter booklet & case studies 


Counting & Imprinting Machine i 

. N . 
Made by originators of the postage meter _ 
... Offices in 94 cities in U. S. and Canada { Address 


See our exhibit at National Business Show, New York Coliseum— October 15-19. 
(Cirele 611 for more information) 
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This Desk Meets Any 
Space Requirement! 













This Basic “Correlation” Desk 
is compact and efficient ... the right desk for 
literally dozens of general office uses. 


to Millian } 
| 


Be 


ee 
cause its | 





But when the need for additional filing and ~~~ = 





storage space arises ... just add a second pedestal, simply and quickly. 


-.. and if you desire a completely integrated work center... 
attach this modular cabinet and shelf unit. 





When you need more work or storage space, you can add it quickly 
and economically because Correlation modular units are completely 
interchangeable. Think what that means... no need for a completely 
new desk each time you need more work space. 

But there’s far more to Correlation than its remarkable flexibility 
and economy. For Correlation is a superbly crafted family of fine office 
furniture, designed from floor to top for greater comfort and working 
efficiency. 

If you consider office furniture a long term investment—and you 
certainly should—then you owe it to yourself to learn more about 
Correlation—the desk with a future. Call your STEEL AGE Dealer this 
week for the complete story. And for an advance briefing, mail coupon 
for brochure. 





Corry-Jamestown Mfg. Corp. 
Dept. F-3, Corry, Pa. 


Please send me a free copy of your “Correlation” 
Desk Brochure. 





“The Quality Choice 


; NAME 
of Modern Offices” P 
Branch Offices: COMPA - 
Atlanta + Boston « Chicago STREET 
Dallas + Detroit *« New York me aes 








Oakland « Philadelphia + Seattle 
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Food Machinery and Chemical Cor- 
poration regarding the performance 
review. 

The paragraph reads as follows: 
“The second and even more basic rea- 
son for developing our method (i.e., 
the performance review) is our beliet 
in employee  self-development. We 
feel that an individual’s progress is a 
highly personal matter dependent in 
large part on his own effort, initiative 
and interest. We also feel, however, 
that a man’s effectiveness can be in- 
creased by the help of his associates. 
In the performance review, their com- 
ments—distilled from close association 

carry great meaning to the thought 
ful aspirant for increased responsi 
bility.” 

We are certainly pleased at the 
reader interest in the two stories on 
our FMC program which you have 
published. 

A. T. LOEFFLER 

VICE PRESIDENT 

FOOD MACHINERY & CHEMICAL CORP. 
NEW YORK 


Females in engineering 


sin: As Secretary to a Vice President 
in a $35,000,000 chemical company, 
I have worked with highly educated 
technical executives and engineers for 
over fourteen years, learning much 
from my expediting boss. . 

There was an article in the August 
1956 issue of this magazine, entitled 
“Four More Ways to Solve the Engi- 
neering Shortage.” The fourth way 
was “Cut Non-Engineering Duties 
From Engineering Jobs.” You said, “It 
frequently develops that job specifica- 
tions call for engineering degrees when 
the work could be handled by those of 
lesser attainments ..... one method 
ee a is by upgrading shop men to 
make them available as assistant en- 
gineers.” Why not up-grade women? 
Reflect, please, on the paper work in- 
volved in any engineering job. 

In many cases management would 
find that appraising the talent of these 
women (and using that talent prop- 
erly) would automatically answer two 
problems—help the engineering short- 
age and solve what to do with the 
secretaries of retiring officers when 
replacement executives bring their 
secretaries with them... 

Here is where the engineering exec- 
utive could use the services of a cap- 
able former secretary, as an assistant 
or auxiliary. (You name it. You men 
with the marketing, advertising, and 
technical brains could think of an ap- 
propriate title for such a position. Also, 
you could create a job, with appropri- 
ate job specification.) 

CANDY CAINE 

MEMBER. SECRETARIES ASSOCIATION 

CHICAGO, ILLINOIS 
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Firemen’s Mutual Insurance Company, Providence, R. I. 


Mills Movable Walls 








Cram & Ferg 


uson, Architects 





Gilbane Building Co., Inc., Builders 


provide space control, 


insure efficiency at Firemen’s Mutual 


Firemen’s Mutual Insurance Com- 
pany was founded in 1854. It is only 
natural that this organization with 
more than a century of know-how 
and experience back of it would pro- 
vide for constant efficiency in the lay- 
out of space in its new headquarters. 
All of the building’s interior walls are 


Mills Movable Metal Walls. 


Mills Walls promote efficiency — 
both present and future. They enable 
vou to get maximum productivity 
through the most effective use of space. 
When changes in space requirements 
make new layouts advisable, these 
walls can be taken down, moved and 
re-erected quickly and easily, with a 
minimum of labor and at very low 
cost. Changes can usually be com- 
pletely made overnight or during a 
week end. 


\s modern and attractive as they are 
efficient, Mills Walls combine this 
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complete flexibility with distinctive 
architectural design and structural 
stability. They are thoroughly in- 
sulated and sound-proofed and pro- 
vide easily accessible lay-in raceways 
for electrical wiring and controls. 


Available in a wide range of pleasing 
modern colors and finishes, Mills Walls 
have baked-on enamel surfaces 
specially treated to eliminate all harsh 
light reflections. They require no 
maintenance whatever except occa- 
sional washing to keep them looking 
always their efficient best. 


THE MILLS COMPANY 
926 Wayside Road, Cleveland 10, Ohio 





Mills Walls can often be moved in a 
matter of hours — without dust, debris, 
commotion or interruption of normal 
business routine. 


Write for the new 68-page Mills 
Catalog—it’s a practical work book 
on Space Control. 


MILLS Movable METAL WALiS 
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AN W/L XI survey OF COMPANY PRACTICE 





Why top executives make 


“Making the sale” isn't the main objective. Most companies re- 
port the use of executive talent to get and keep better customer 
relations 





surface. 


Of the cross-section of firms cov- 
ered in this survey, 84% said they 


WHAT THEY SAID 


1. On whom do your executives call? 


Present customers 
Prospects 


Both 


At what customer level do executives call? 


Management only 
31% 


Purchasing only 


Both 


Do your executives call with or without a sales- 
man? 


Both with and without 


Only with a salesman 


How often do executives make sales calls? 
Frequently 

33% 
infrequently 

54% 
Rarely 

13% 





5. What do you rate as the primary objectives 


of executives sales calls? 


NOTE: Respondents were asked to give three objectives; 
the following percentages are based on cumulative total 
response. 


Explain over-all company policy ROR 17% 
Check on customer relations eRe 16% 
Make customers feel important Pe 16% 
Seek ideas for improvement See 12% 
Contribute specialized knowledge 5 10% 
Help make sales Bees 

Broaden executive viewpoint Bee 

Entertaining customers we 

complaints 


Trouble shoot problems and Re 


Training salesmen 
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It is a widespread 
practice tor top executives to move 
out of their offices and into the field 
to make sales calls. But a new MAN- 
AGEMENT METHODS survey shows 
that the objectives companies seek 
through this practice are often 
widely divergent—at least on the 





IS 


sales calls 


use top executives (other than sales 
executives) for sales contact work. 
“In our company it’s a must,” said 
a secretary-treasurer of a tool de- 
signing firm with six salesmen. 

But most of the companies in the 
survey use executives as salesmen 
only on an irregular, infrequent 
basis and some firms (13%) do so 
only rarely. 

The findings make clear few ex- 
ecutives call on customers and pros- 
pects for the primary purpose of 
helping the salesmen to make actual 
sales. Only 10% of the response 
showed this to be among the three 
major objectives. 

Yet the survey does reveal that 
even some of the biggest brass in 
some of the biggest corporations 
consider personal customer contact 
part of their job. The practice was 
shown to be particularly strong 
among manufacturing firms and 
those that sell their products or 
services for use by other companies. 
One large insurance company, for 
example, reported that it would be 
unlikely for its top executives to 
devote time to calling on individual 
policyholders, but that the top men 
frequently call on business concerns 
that are customers or prospects for 
group policies. 


Building customer relations 


Despite the array of different 
reasons reported by the surveyed 
companies for using top “non-sales” 
executives for sales calls, in most 
cases the reasons are related on a 
common base. For example, in at 
least half of the cases it seems to 
boil down to a basic matter of build- 
ing, maintaining, and strengthen- 
ing customer relations. As shown 
in Question 5 of the chart at left, the 
reasons most often reported were: 
1) to explain company policy to the 
customer, 2) to check on customer 
attitudes, and 3) to make the cus- 
tomer feel important. The lack of 
emphasis on training salesmen, en- 
tertaining customers, and trouble- 
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Earliest Model of 
PHOTOSTAT® 
Photographic Copying Apparatus 

(Manually Operated) 


It sets the standard 


by which ALL others are judged! 





COPYING EQUIPHENT 
APPARATUS 
ACceEssORies 
PAPER 
DEVELOPER 
FIXER 


Modern Electrically Operated 
PHOTOSTAT® Photographic Copying Apparatus 


Nearly fifty years ago, the first units of 
PHOTOSTAT Photographic Copying 
Apparatus were installed and success- 
fully operated — pioneering a new 
method in the economical copying of 
records of all kinds. 

Over the years, by the hundreds, and 
then by the thousands PHOTOSTAT 
products have spread throughout the 
world. New and improved models of 
apparatus have constantly been added, 
until today they serve commerce, indus- 
try and government with the best that 
can be had in modern photographic 
copying equipment. This type of 


PHOTOSTAT CORPORATION 


P.O. BOX 1970-C 
ROCHESTER 3, NEW YORK 


progress and product improvement is a 
continuing process here. 

This is the outstanding reason 
why you should always be sure to look 
for the PHOTOSTAT symbol and in- 
sist upon it, before you purchase any 
photographic copying equipment. 

Whether your need is large or small, 
you will find a model of the size and 
type to serve you most economically. 

Consult the nearest of our trained 
service representatives in all principal 
cities in the U.S., coast to coast, and in 
Toronto, Canada .. . or write us direct 
for our prompt, interested attention. 


PHOTOSTAT is the registered trademark 
of PHOTOSTAT CORPORATION 
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TO LOOK BETTER, FEEL BETTER, WEAR BETTER! 


ul 


NM 


Model 15-F 
Secretarial 
Posture Chair 


$2995 


($31.95 in Zone 2) 


SECRETARIAL 
D5CO, ~*"* 
COSCO, °° 





Model 18-TA 

P ‘ ‘ Executive 
You'll raise her output, and her morale, with this smart, Pesala 
adjustable chair by Cosco! All Cosco chairs are ‘‘Office $49.95 


. a . , ‘ : 52.45 in Zone 2 
fashioned”’—designed by seating engineers and mass- ¢ sae 





produced by skilled craftsmen, to look better, feel bet- 
ter and wear better than other chairs costing twice as 







much. Your Cosco dealer is ready to prove this, with 


a free ten-day trial. Call now! 


Model 23-L 
General Chair 
$15.95 

($17.95 in Zone 2) 


Find your COSCO Office Furniture dealer in yellow pages of 
phone book or attach coupon to your letterhead 


r 7 
| HAMILTON MANUFACTURING CORPORATION, Dept. MM-117, Columbus, Ind. | 
| C) Without obligation, !would like a COSCO Secretarial Chair | 


| on free 10-day trial. | 

| CD l also want free trial on Executive Chair [_] Conference Chair | 

| (J General Chair (_] Full information on COSCO Business | .4: 

| Furniture | ef 

. 0S RIES ae ee ae ea ROM nye rena RE ER | 

| ERIE Te 2 ca CS eRe AP: Oe Ee ROT ae ES | COSCO Business Furniture offers com- 

parable valuesin chairs, settees, sofas, 

| Address | and occasional tables. 

| Also available in Canada, Alaska and Hawaii through authorized COSCO dealers. | Zone 2—Texas and 11 Western States) 
me ee ee ee ee we ee ee ee ee ee ee es ee ee ee ee ee ee ee ee COPYRIGHT, 1956 
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shooting problems implies that 
these matters are generally left in 
the sales manager’s domain. 

Further evidence of the striving 
to build better customer relations 
is shown in the response to a ques- 
tion about the customer level vis- 
ited by top executives. A high 31% 
reported going exclusively to the 
management level, as contrasted to 
13% who deal only with the purchas- 
ing level. However, the largest por- 
tion, 56%, reported top executive 
sales calls at both levels. 

The respondents indicated that 
their top executives make sales calls 
selectively, mostly in connection 
with only “big customers and pros- 
pects” or “very important ones.” 

Although a few _ respondents 
could think of no major disadvan- 
tages to executive sales calls, 40% 
said one of the biggest obstacles is 
the amount of time it requires. Also 
significant, but of lesser importance, 
were answers that “customers soon 
grow to expect it” and “it’s ex- 
pensive.” 


A review of 
current surveys 


Air conditioning for employee 
comfort seen as trend 


A definite trend has developed 
toward air conditioning of indus- 
trial plants for employee comfort as 
distinguished from air conditioning 
purely for climatic control for in- 
dustrial processes. This is the con- 
clusion of a survey conducted by 
The Trane Company, La Crosse, 
Wisc., of leading consulting engi- 
neers and architects. 

The trend is particularly notice- 
able in the South, where some con- 
sulting engineers have estimated 
that as many as 75% of new fac- 
tories—and 50% of all factories—will 
be air-conditioned for employee 
comfort by 1960, and that 90 to 100% 
of factories will be so equipped by 
1970. 

But the trend is also spreading to 
the North—particularly in factories 
involving high skills, such as in the 
electronics industry. 

Factors in the trend include com- 
petition in industry for skilled help, 
the desire to maintain employee 
efficiency in hot weather and pres- 
sure from labor unions. m/m 
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Kngineer’ the headaches 
out of your paper work | 



























Here’s how 


OZALID 


cuts way down 

on your paper-work 
costs in these 

3 BASIC OFFICE 
SYSTEMS 


N ow, the famous Ozalid Direct Copy process, 
which revolutionized the production of drawings for 


engineers, can be applied to your office operations. 


With Ozalid Direct Copying in just three of these 
order-billing, purchase-receiving, accounting 

you save all the costly personnel time now required a 
for hand-copying, retyping and proofreading. 

You free personnel for more productive work .. . end 
manual copying errors .. . reduce your forms 
inventory ...and gain many other specialized 


time and cost-saving benefits. 





































e You start with an order filled out by your 
salesman or clerk. Information added at every 


step is reproduced immediately by Ozalid. Color- Wlereex HARDWARE 
coded Ozalid copies—turned out in seconds— WHOLESALER SAYS: 
serve as customer confirmation, credit and in- 


“Before Ozalid, seven clerks 


ventory record, packing slip, accounting record, handled 600 invoices a day. Now 
invoice. Duplicate paper work and manual copy —we turn out 1,000 a day—and 
errors are eliminated. Shipments and bills get On SS, OS ee, Coe 

Fd es oh entire job. The other six have 
out sooner. Customer service is improved. Back 


; nt moved up to more productive 
orders are processed without rewriting. work.” 





e Varied, color-coded Ozalid copies speed pur- 
chasing information to every department in 


buying, receiving, paying operations. Issuance iI 

, IDWEST PUBLIC 
of Purchase Orders is accelerated . . . prepara- eusceee mawen 
tion of Receiving Reports is simplified. Direct 


Copying ends rewriting requests for quotations “By building our purchase order 

rovides better control over partial receipt <n Spm Sees OR eee 
ae © - conto! 0 Pp é tal » estimated a saving of more than 
and past-due shipments...reduces filing time $24,000 in the cost of producing 


and space. and handling purchase orders.”’ 





















e Ozalid Direct Copying ends retyping and proof- 


reading ...eliminates monthly typing jams... EH cree PLANT 
saves hundreds of hours of costly typing time. CONTROLLER SAYS: 
You make any number of clean, legible copies of NY Se ne 


reports, records, schedules, tax returns, when- had... takes the pressure off 
ever you need them. You turn out cumulative our girls, saves us payroll time. 

‘ . Ww se desper- 
and comparative reports simply by posting e no longer have those desper 


: ate night sessions where the girls 
current figures and reproducing new, updated have te sent Get tales sae 


reports—without recopying or typing. of reports.” 





Perfect copies in seconds...Clean, Dry, Ready-to-Use 


An Ozalid machine will make copies of anything written, 
printed, typed or drawn on any paper that transmits 
light. You get an exact, legible dry copy in a matter of 
seconds, without stencils, inks or negatives, under any 
light conditions. 


Ozalid, Department J-10, Johnson City, N. Y. 


Please send more information showing how Ozalid Direct Copying 
can help us in these departments: 

O Order-Invoicing 

() Purchase-Receiving 


O Accounting 
O Production Control 


Engineering 
Sales 

Name 
Firm Position 


Address 


om oe oe Oe oe ee oe Oe oe ee oe oe oe ee oe oe oe oe oe ee © oe ow el 


Lowest cost per copy: You pay less than a penny 
for a letter-size sheet of Ozalid sensitized paper. You 
can make copies in colors, on the widest variety of ma- 
terials—cards, cloth, acetate. And no special skills are 
required. Anyone can operate an Ozalid machine! 


MAIL COUPON FOR MORE INFORMATIQN TODAY 


DIRECT 


A Division of General Aniline & Film Corporation. 
In Canada— Hughes Owens Company, Ltd., Montreal 
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too good 


to miss 





Advertising’s management 
responsibility 


“Advertising should be 
judged by management 
not on its ability to sell, 
but on its ability to tell; 
not on its ability to make 
a sale, but on its ability 
to create a more efficient 


salesman. 

Today’s advertising manager must 
turn his creative talents from adver- 
tising to creative selling. He must step 
up into the management marketing 
team as an expert on markets and mo- 
tivation.” 


DAVID F. AUSTIN, EXECUTIVE VICE PRES- 
IDENT—COMMERCIAL, U.S. STEEL CORP , 
IN A SPEECH BEFORE THE 34TH ANNUAL 
CONFERENCE OF THE NATIONAL INDUS- 
TRIAL ADVERTISERS ASSOCIATION. 


A new concept of 
industrial development 


“To meet the need for 
a healthy and progres- 
sive pattern of [industrial] 
growth, a relatively new 
concept has come into 

being . . . the creation 
and development of organized and 
planned industrial districts which are 
the counterparts of organized and 
planned residential districts or subdi- 
visions. 

In such a district, the land is sub- 
divided and developed according to a 
comprehensive program for the use 
of a community of industries, with 
streets, utilities and railroad leads al- 
ready installed before sites are sold to 
prospective occupants. 

There are countless advantages . . . 

The community can segregate in- 
dustrial activity into one or more de- 
sirable locations which can be strictly 
zoned and controlled. 

The cost of extending utilities and 
other community services to scattered 
fringe areas around the city can thus 
be minimized. 

Complaints by residential property 
owners, which arise as a result of es- 
tablishing small, unplanned and scat- 
tered industrial sites, can be elimi- 
nated. 

By controlling the areas through 
zoning and restrictive covenants, the 
higher class and more stable types of 
enterprises are brought to the commu- 
nity with resultant benefits to its eco- 
nomic base. 

By control of architectural design 


. os 
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Everybody keeps asking 







*“How much does it cost?” 


Here are the answers: 


The handsome pen-set 


with a brass nameplate imbedded 
in clear-plastic has an Esterbrook 
Pen and costs about $7.50 each. 
It's often used as an employee 
award. 





The Plastallion Timer 
Paperweight 

the most popular item in our line 
—runs about $2 each for quantity 
users. It measures about 31/,” x 
3, x1”. The Timer makes an im- 
pressive long-lived remembrance 
piece. 








Our keytags 


sell for as little as 17¢ each, com- 
plete with the chain. The 
prismatic keytag illus- 
trated runs approximately 50¢ 
each. It's a perfect low-cost way 
to keep your product name be- 
fore your customers. 





Plastallions in Stock—for Christmas gifts 


If you're thinking about a year-end gift program, why not make your 
gifts this year do double duty? Plastallions are available from stock in 
many forms—including Timer Paperweights and cigarette boxes with 
beautiful old Confederate bills imbedded in the lid. 


Free 30 page catalogue 


Send for our free catalogue illustrating a variety of personalized and 
stock Plastallions—paperweights, keytags, pen-sets, cigarette boxes, 
cigarette lighters, etc.—with prices in any quantity. 


CREATIVE PLASTICS CORP. 
Stony Brook, Long Island, New York 
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In business communications 
DICTABELT 
SUPPLIES THE 


MISSING LINK 





Communications? That’s a long word for 
the apparently simple problem of “getting 
your ideas across to the right people.” 
But—today’s executive often finds his 
toughest challenge is just this: 

how to reach all the necessary people 
with the ideas that are his stock in trade. 
Dictaphone’s exclusive DICTABELT record 
was tailored to this need— 

to supply a simple, fast, efficient link 
between minds. To speed letters, 

memos, reports, directions, ideas 

on their way, you just pick up the mike 
of the TIME-MASTER dictating machine 
and think out loud. Instantly, the work’s 
off your mind—and onto the crystal- 
clear, unbreakable DICTABELT record. 


Other unique DICTABELT advantages: 

you mail or file DICTABELT like an ordinary 
letter. Dictation is permanent— 

can’t be erased or changed. Dictation 

is visibly recorded—so you can’t lose 

your place. And the real cost of DICTABELT 
dictation is less than any other method. 


We'll be happy to demonstrate how 
DICTABELT and TIME-MASTER can help 

you communicate better. Contact your 

local Dictaphone office or write Dictaphone, 
Dept. ME, 420 Lexington Ave., N. Y. 17, N.Y. 


The Dictaphone TIME-MASTER dictattng machine ‘‘Takes the words right out of your mind.” 


Di CTA PHONI Fs corPorRATION 


In Canada, write Dictaphone Corporation, Ltd., 204 Eglinton Ave. East, Toronto... in England, Dictaphone 
Company, Ltd., 17-19 Stratford Place, London W.1. Dictaphone, Time-Master and Dictabelt are registered 
trade-marks of Dictaphone Corporation. 


(Circle 572 for more information) 
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and materials used in constructing 
the plants, esthetically pleasing indus- 
trial installations result. . . . It is this 
kind of industrial location that modern 
industry is looking for when it seeks 
a new home or site for a new branch 
operation.” 


Mr. Horton’s quiet nonsense 
brings down the house 


When Edward Everett Horton does his 
famous take-off of a bewildered man 
grappling with life, audiences howl 


DONALD V. FRASER, PRESIDENT, MIS- with noisy, happy laughter. But noise 
SOURI-KANSAS-TEXAS RAILROAD. FROM in your office is out of place. Jangling 
AN ADDRESS AT THE ANNUAL MEETING phones, clattering typewriters, buzzing 
CS SS ee conversation... they all cause errors 
MERCE. 


For a copy of the complete text 
which fully details the plan’s opera- 
tion, circle number 699 on the Reader 
Service Card. 


Train your retail salespeople 


“Some people say that 
interest in retail sales- 





not been the result of superior sales- 
manship, but is largely due to the 
high degree of general prosperity. . . . 
Many store executives feel that there 








to mount. Office noise (and this is a 
proven fact) can cost you money! 


Gold Bond Travacoustic Ceilings keep 
offices quiet. Travacoustic® tiles sponge 
up distracting noise. Lightweight, easy 
to install, they resemble travertine stone 
and are just as fireproof. Travacoustic 
ceilings have a smart, “custom-made” 
appearance, because no two tiles carry 
the same surface markings. They clean 


manship is dying, day by easily with a vacuum-cleaner attach- 
day. They feel that the ment. And Travacoustic Tiles can be 
excellent sales record of painted again and again without affect- 
many of our stores has ing sound absorption. 


FREE—Noise-Reduction Kit— It’s packed 
with suggestions on how to reduce dis- 
tracting noise in offices, stores, fac- 
tories, homes. Contains photos and 


; .; : - ae 

- rex - . donne —_ <i % ¢ a : 5 ° . : - 
Is a gre it_need for better personal “4% 4 EDWARD EVERETT HORTON case histories of how stubborn noise 
salesmanship in the retail field. The’r | “4S, Currently Starring With 


salespeople often give the impression 
that they do not care what happens 
from one day to the next. Lacking the 
knowledge that can only be gained 
w:th proper sales training, they have 
no incentive to sell. Lack of progress 
causes them to gradually acquire the 
feeling that they are not in the right 
line of business. . . . It is seldom that 
one who feels particularly qual’fied 
for the work in which he is engaged, 
decides to seek work elsewhere. 

Is motivating salespeople such a 
“hopeless task”? Many retail execu- 
tives have more or less given up the 
ghost, deciding that the main thing to 
do now is concentrate on new forms 
of display and advertising; to pre-sell 
the customer, so that I'ttle effort will 
be required by salespeople. In carry- 
ing out this decision, they have cut 
short on sales training, or abandoned 
it altogether. 

This cannot be the answer. Mer- 
chandise that can be pre-sold can also 
be distributed by self-service methods. 
Salespeople are being paid salary and 
commission for one primary purpose: 
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in a Repertoire of Plays 
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problems were solved. Mail coupon 
now for free kit. No obligation. 


& 





. ee SEND FOR FREE KIT es 
to sell merchandise that cannot be cilia 
sold by advertising and display alone; | National Gypsum Company Noise | 
Hat a | es | Dept.MM 106Buffalo 2,N. Y. /Repuey, | 
1at cannot be sold except through ; ION, 
" Please send me the free Noise-Re- KIT 
personal contact. Salespeople must be | duction Kit that contains many maa l 
trained if thev ar . . aE ce bia acousticalcase histories andtellshow 
rained if they are to sell effectively. | | Ican reduce errors and increase effi- | 
JOHN M. WILSON, VICE PRESIDENT, l ciency through sound conditioning. | 
SALES, THE NATIONAL CASH REGISTER l Name — - | 
COMPANY, DAYTON, OHIO. FROM A BUILDING PRODUCTS Compan) es 
BOOKLET, “WHAT'S THE SCORE?” | Street a 
ry 20 “urclo > O7 a SR Le 
For a free copy, circle number 697 | | City Zone Same | 
on the Reader Service Card. ee i gf Wi meagre siipeeematirtieneye ste 
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There’s no doubt that you’re looking at the best when you watch the 
famous rope trick... and you'll recognize the same quality of superiority 
the very second you see and touch Rising Winsted Wedding...head 
relate MdatelUl(e(-1a Me] oleh -Mel | Melin-imcelqulel MiMirmeldsmol-lellin amir Mm (oriilile Maat ob 
ness. Created by Rising Paper Company of Housatonic, Massachusetts. 
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FINE PAPER AT ITS BEST 
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RECENT COURT CASES | 





by Benjamin Newman 


Tax Attorney, Koenig and Bachner, New York. 


THE QUESTION 


Is the amount paid by a fire insurance company on a 
claim conclusive evidence of the amount of loss caused 


by a fire? 


THE FACTS 


Taxpayer was the owner of a 
fourteen room house which he had 
purchased in 1947 for $65,000. In 
1949, a fire caused extensive dam- 
age to the house and its contents. 
Appraisals after the fire by two 
qualified real estate men and by the 
contractor who had originally built 
the house resulted in an estimate 
that approximately $42,000 would 
be required to put the house back 
into the condition it was in prior to 
the fire. Taxpayer carried $30,000 
fire insurance. However, differences 
arose between taxpayer and the fire 


insurance adjuster as to the amount 
of damage. In order to avoid exten- 
sive delay and the added expense 
of an arbitration proceeding, tax- 
payer agreed to accept the sum of 
$23,296 in full settlement of his 
claim against the insurance com- 
pany. In his 1949 income tax return, 
taxpayer deducted as a fire loss the 
sum of $42,000, less the amount of 
insurance recovery. The Commis- 
sioner of Internal Revenue con- 
tended that the insurance settle- 
ment was indicative of the actual 
loss. 


THE RULING 


Generally, the amount of money 
received from a fire insurance com- 
pany or the amount allowed, is in- 
dicative of the amount of fire loss. 
But it is not a conclusive determi- 
nant. There are exceptions to the 
rule, and the taxpayer is burdened 
with the duty of proving otherwise. 
After hearing all the evidence be- 
fore it, the Tax Court determined 


that taxpayer suffered a loss in the 
sum of $36,000 less the insurance 
recovery. In view of the circum- 
stances under which the settlement 
with the insurance company was 
made, that settlement is not control- 
ling as to the amount of ‘taxpayer’s 
loss, concluded the Court. (Holling- 
ton vs. Comm. of Internal Revenue, 
U. S. Tax Court, decided 5/31/56.) 





THE QUESTION 


Should income tax that is withheld be pro-rated in the 
case of an employee who is on a weekly basis and does 


not work the full week? 


THE FACTS 


An employee was regularly em- 
ployed by a company and was on its 
weekly payroll. He earned $80 per 
week, and was married. Accord- 
ingly, $10 was withheld weekly to- 
ward income tax. One week he was 
absent from work three days. His 


income that week was therefore 
only $32 for two days work. In de- 
termining the income tax to be 
withheld, the employer deducted 
two-fifths (2/5) of the $10 regularly 
withheld. Was this procedure cor- 
rect? 


THE RULING 


The Comzaissioner ruled that 


for withholding tax purposes, an 
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employee can have but one payroll 
period with respect to wages paid 
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for Visible Systems 
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TRANSPARENT 


Crimpgraf rar 


Signals for Protected Visible Cards 





Maptacks for Maps and Charts 


re 
PLAIN DOT STRIPE CROSS 


Free Descriptive Folders Sent on Request 


GEORGE B. GRAFF COMPANY 
54 Washburn Ave., Cambridge 40, Mass. 
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Not until the mail is opened 
and distributed! Having the mail 
open when the office does—gets 
work started earlier. Saves a lot 
of time in a business year! 


¢ A PB MailOpener works faster 
than any girl with a “dagger”. 
Trims a hairline edge off envelopes 
as quickly as they can be fed. 
Opens envelopes of every size and 
thickness. Fast, safe and neat. A 
MailOpener is a real economy. 





e Power or hand models, to meet 


When does your needs. Call the nearest 


PB oflice for a demonstration. 


your business Or write for free booklet. 


FREE: Handy desk or wall chart of postal rates 
with parcel post map and zone finder. 





day start? 

















= PITNEY-BOWES 
MAILOPENER 


Pitnry-BowEs, Iyc. 
~ 4560 Walnut Street, Stamford, Conn. 
.. originators of the postage meter. ... offices in 94 cities in U.S. and Canada. 
(Circle 612 for more information) 


modern -efficiem 


SECRETARIAL CHAIRS 


are instantly adjustable to proper fit by ANY 
USER, and with proper fit comes comfort 
and efficiency . . . are engineered with the 
finest features ever built into office chairs, 
including a patented swivel that never binds 
nor becomes loose or wobbly . . . are available 
in most any fabric or color and all covers 

are easily removed or replaced . . . give MANY 
MORE years of good service for every dollar 
you spend. 


1—Spring-mounted, foam latex back rest. 
2—Exclusive patented 4—Easy seat height 











molded foam latex and back adjust- 

seat cushion. ments. } 
3—Free-moving swivel; 5—Wide choice of 

can't wobble or easy-to-remove fab- } 

stick. ric covers. 





May we prove it to you? 
dines Lakaiedantcnoe wnt 


& Cramer Posture Chair Co., Inc., Dept. M 
@ 1205 Charlotte, Kansas City 6, Mo. 


@ Please have a Cramer dealer call for a demonstration of 
& Cramer Chairs in my office. 





4 
a Name. 





’ 
§ Address. 
5 CRAMER POSTURE CHAIR CO., INC. 





H City. Zone. State. 


(Circle 569 for more information) 
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by any one employer. The amount 
of wages earned by the employee, 
in the instant case, for the two days 
of work, constitute his weekly 
wage. Accordingly, the amount of 
income tax to be withheld must be 
computed on the basis of weekly 
earnings of $32 for a taxpayer with 
two exemptions. The sum of $1.20 
should be withheld for income tax 
purposes. (Revenue Ruling 56-272, 
rendered June, 1956.) 





THE QUESTION 


In a closely-held corpora- 
tion, are interest payments to 
a stockholder on a loan made 
to the corporation, deduct- 
ible as a business expense by 
the corporation? 


THE FACTS 


An individual carrying on the 
business of manufacturing venetian 
blinds incorporated and assumed 
the name of the Artistic Venetian 
Blind Corporation. On incorporat- 
ing he transferred the assets of his 
proprietorship to the corporation 
which became “indebted” in the 
sum of $100,000—the value of the 
assets transferred. The total issue of 
common stock in the corporation, 
however, amounted to $971. 

Based upon the size of the inven- 
tory at the beginning and end of the 
year, it was clear that the corpora- 
tion required more capital to con- 
tinue in business. The individual 
testified he intended to leave the 


amount of the “debt” in the corpo- 


ration indefinitely. The Commis- 
sioners disallowed the corporation's 
deductions of interest payments on 
the debt, arguing that the debt was 
not one and that the payments were 
actually distributions. 


THE RULING 


Although the debt was recorded 
on the corporation books as a note 
payable, no note evidencing the ob- 
ligation was ever issued. The inter- 
est payments were not paid regu- 
larly, and no maturity date had 
been fixed with respect to the note. 
Finally, no corporate action had 
ever been taken to confirm the debt. 
Therefore, ruled the Tax Court, the 
interest payments were not deducti- 
ble and are in substance dividend 
distributions. (Artistic Venetian 
Blind Corp. vs. Comm., U. S. Tax 
Court, decided February 24, 1956.) 
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Wherever you have a 
repetitive writing...you can write }. 


better, faster, for less with 


ADDRESSOGRAPF* 
METHODS 


There's an Addressograph machine for every repetitive writing job, from small 
credit plate imprinters to automatic machines for the most complex writing 
procedures. Addressograph makes machines that handle statistical and account- 
ing work, machines that automatically tell you what to write, where to write and 
when to write. And with every Addressograph machine you get perfect legi- 
bility, 100% accuracy! Find out how Addressograph Methods can help you. Ask 
your nearby Addressograph-Multigraph office for a no-obligation demonstra- 
tion. Addressograph-Multigraph Corporation, Cleveland 17, Ohio—Simplified 
Business Methods.* 








Addressograph Model 30 goes to work where the job is being done 
—in office, factory, warehouse or store. (Only $115 f.0.b. Cleveland) 









Addressograph Model 1938 Letter 
Writer prints the letterhead, writes the 
letter, fills in the salutation and date and 
signs the letter in color—all at the rate 
of 3,000 an hour! 


©1956 A-M Corporation *Trade-Marks 


Addressograph-Multigraph 


PRODUCTION MACHINES FOR BUSINESS RECORDS”* 


SERVING SMALL BUSINESS-—BIG BUSINESS—EVERY BUSINESS 





(Circle 644 for more information) 
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Mr. R. O. Ives, Purchasing Agent, 
Harper-Wyman Company 
Manufacturers of Famous Alltrol Center Simmers for 

Stoves and Ranges 

‘‘We have replaced our other dictation equipment primarily 
because the Peirce Equipment has made it possible for us to have 
a continuous flow of work with no correspondence lag and no 
delay in our transcribing. We have found that Peirce Equipment 
increases our efficiency and makes it possible for us to turn out 
considerably more, and better, dictation than before. 


Mr. S. Z. Tankus, Sales Manager, 

Union Liquor Co. 

“After having used Peirce Equipment for approximately seven 
months, I am firmly convinced that any company in the nature of 


business that we are in, with 80 outside salesmen calling in orders 
daily and where delivery is important, would greatly benefit from 
this type of installation. It reduces confusion, thereby speeding 
up the number of calls per hour that can be taken. It is an ex- 


’ 


tremely efficient way of handling orders.’ 





Mr. Paul Miller, Credit Manager, 

Oxford Filing Supply Company Inc. of Garden 
City, New York. Makers of the famous Pendaflex 
Suspension Filing Systems 


‘“‘We ran very thorough, intensive and complete trials of all the 
leading types of dictation equipment before deciding on the Peirce 
Dictation System. Our people preferred the Peirce equipment for 
— reasons. The prime one, however, was the ‘“‘error free’’ 
eature, 
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Mr. P.M. Grieve, Treasurer-Controller, 
Rap-In-Wax Paper Co., Makers of 
High-Grade Protective Wraps for 
Industrial, Commercial and Home Use 


*‘We at Rap-In-Wax Paper Company decided on the Peirce 
Dictation System because of the automatic erasing and reusable 
features offered by the magnetic belt. By eliminating corrections in 
the dictation, we can dictate a letter in the exact way we want it 
to appear on the typewritten copy, which makes it easier for our 
secretaries to transcribe the dictation, thus increasing their produc- 
tion time. By eliminating a continuing expense for new dictating 
belts and discs, we realize a considerable savings” 


— til 
TO OPERATE. 





sate = 2 . ad “a 3 
Miss Bernadette Butler, Purchasing Agent, 
Benefit Association of Railway Employees 
‘Our secretaries like the Peirce Dictation Machines because of the 


clarity of the recording and the ease of transcription brought about 





by the special backspace feature. Whenever a girl takes her foot 
off the pedal, the last two words are automatically repeated to her. 
This gives continuity in transcirbing, clarifies punctuation, and 
saves much time by eliminating the necessity of listening to twelve 
or fourteen words, when only the last two words were needed.” 


Mr. H. W. Newman, Office Manager. 

General Sales Offices, Chase Bag Company, 
Internationally known manufacturers of 

Bags of all types for Home, Commerce and Industry 


“Our Sales Executives are concerned with handling a heavy 
volume of dictation—rapidly and efficiently. The Peirce Dictation 
System has proven to be the answer to their requirements. This 
machine is compact, simple to operate and efficient—the automatic 
back-space and correction method is particularly desirous. 














TO THE MEN RESPONSIBLE FOR 


Telephone 


Communications in 
American Business 


We’d like to show you how a great many lead- 
ing companies have improved their communications 
and pocketed sizable savings with P-A-X—the 
“inside”? business telephone system. 


P-A-X keeps your present switchboard and phones 
free for outside calls. Lets you make inside calls in 
a flah—OVER YOUR OWN PRIVATE TELE- 
PHONE SYSTEM. And P-A-X sharply cuts tele- 
phone operating costs. 








Top firms in all industries save time and money 
with P-A-X—in fact, they tell us they’d be in a 
jam without it. See for yourself. Let us send you 
interesting case history studies that give facts and 
figures. 


Write: Automatic Electric Sales Corporation, 1033 
W. Van Buren Street, Chicago 7, Ill. In Canada: 
Automatic Electric Sales (Canada) Ltd., 185 Bartley 
Drive, Toronto. Offices in principal cities. 


business telephone systems 


AUTOMATIC > ELECTRIC 
® 
Originators of the dial telephone + Pioneers in automatic onal SS) 


(Circle 640 for more information) 
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by W. F. Rockwell Jr., President 
Rockwell Manufacturing Company 


How Rockwell builds secure growth through 


Planned 


Diversification 


Rockwell Manufacturing Company, noted for its diversification program, has acquired 15 com- 


panies in 15 years. The result: a more than 10-fold increase in sales. In this article, the president 


of Rockwell explains how the company carries out its program of planned diversification, and 


outlines the steps taken in one recent acquisition. 


mu fh) todays econ- 
omy, affected by rapid technologi- 
cal advancement, the corporation is 
as much a seeker of “security” as is 
the individual. 

In our search for what we in our 
company call “corporate security,” 
we chose diversification many years 
ago as a logical method. But we 
wanted more than merely a degree 
of corporate security; we wanted, at 
the same time, to continue to grow 
as a vital member of the business 
community. 

A corporation, no less than the 
individual, must be awake to the 
pitfalls inherent in any program 
which has security as one of its 
objectives. Security implies a pres- 
ervation of the status quo; the mod- 
ern corporation can never be con- 
tent to merely keep what it has 
today. Security implies, in _ its 
strictest sense, ultra-conservative 
fiscal policy, whether it be at the 
corporate or fiscal level. The corpo- 
ration must, of course, guard 
zealously the shareholders’ invest- 
ment; but management's objective 
must always be the effective utili- 
zation of that investment, rather 
than its mere conservation. 

Diversification gives us most of 
the good things we expect from a 
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program designed to provide cor- 
porate security. It contains few of 
the detracting elements. Diversifi- 
cation, we at Rockwell concluded 
long ago, is a_ living, dynamic 
force, capable of providing growth 
and new dimensions in addition to 
security, if properly administered. 

Once committed to a program of 
diversification—the basic decision 
in our company was made some 30 
years ago when water meters were 
added to our original single prod- 
uct line of gas meters and regu- 
lators—it became apparent that di- 
versification could never succeed if 
approached on a hit-and-miss_ ba- 
sis. We subscribed early to the 
premise that a diversification pro- 
gram could be managed; to be suc- 
cessful, it must be more than seiz- 
ing opportunities by making quick 
decisions whenever a company or 


product line was offered for sale. 

We adopted the attitude that the 
cornerstone of a successful diversi- 
fication program is planning. We 
wanted our planning to lead us into 
new fields that meant opportunity; 
conversely, we wanted to be able 
to have a mechanism on which we 
could rely to prevent any faulty 
moves. We wanted to seek out the 
disadvantages of a specific trans- 
action as carefully as the advan- 
tages. 


Planned diversification 


One of the early steps in for- 
malizing our program was one of 
definition. First, we had to decide 
what we meant by diversification. 
Here’s what most of us at Rock- 
well, for purposes of our own pro- 
gram, say: 

Diversification means the entry 





ABOUT THE AUTHOR 


W. F. Rockwell Jr. is a graduate engineer (Penn State) 
and has been president of Rockwell Manufacturing Com- 
pany since 1947. He takes an active part in industry wide 
activities affecting his company’s operations. Among his 
present offices are president of the Gas Appliance Manu- 
facturers Association and president of the Pennsylvania 
State Chamber of Commerce. He is also co-chairman of a 
committee appointed by the Governor of Pennsylvania to 


study inequities in the state’s business tax structure. 
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Plant location 


Transmissions and 
Pumps, Lubricants, 


PITTSBURGH, 
PENNSYLVANIA 

Water Meters, 
Industrial Meters, 
Gasoline and Oil 
Meters, Hydraulic 


OAKLAND, 
CALIFORNIA 


HOPEWELL, 
NEW JERSEY 


Service Cocks, Lubricated Plug 
Grease Meters, Valves 

Meter Registers, 

Machined Meter 

Components 


Radial Sows, Toxi 
Meters, Fare Regis- 
ters, Register Con- 


trols 


Product 


SULPHUR SPRINGS, 
TEXAS KNOX, INDIANA OHIO 


Lubricated Plug 


EAST CHICAGO & BARBERTON, 


Lubricated Plug Lubricated Plug 
Vclves, Cast and Valves 
Forged Steel 


Valves 





Chart shows location of various Rockwell plants and products made at each location. A new operation is not begun or ac- 
quired unless it is compatible with the main lines of Rockwell’s corporate procedures and policies. It must contribute to the 
over-all objectives of corporate security. Further, the new venture must promote a long-range and continuous operation, 
for Rockwell emphasizes that it is not in the business of buying and selling corporations. 


President Rockwell: “What we're after is solid long-term growth and worthwhile 


of a@ company into a new field of 
productive operations for which it 
can give effective management, or 
add new management talent as part 
of the transaction. 

Another early task was to enu- 
merate the different approaches to 
bringing about diversification. Here 
is the general list of approaches 
that we compiled—admittedly not 
an all-inclusive list, but one which 
serves Our purposes: * 

Adaptation: Existing personnel 
and facilities are used to achieve a 
further diversity of products or 
services. This method is a natural in 
a company whose personnel is im- 
bued with the spirit of research and 
development. Rockwell relies on 
adaptation to a considerable extent, 
often coupled with expansion as de- 
fined immediately below. 

Expansion: New capacity is 
gained by adding to facilities and 
organization, often enabling the 
company to go into a new product 
line. 

Acquisition: A going concern 
already engaged in a chosen field 
is acquired by purchase for either 
cash or stock, or a combination of 
the two. This method has been a 
principal diversification method on 
the part of Rockwell. Because the 
owners and managers usually 
acquire an equity or career interest 
in Rockwell, management coverage 
shifts both ways. That is, central 
corporate functions are extended to 
the new division, and management 
skills of the acquired concern begin 
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to figure in the over-all picture. 

Merger: A union is arranged of 
companies of approximately the 
same size and engaged in busi- 
nesses considered compatible by 
the owners. 

Affiliation: A participating or 
controlling interest in a company 
is acquired by another concern, but 
the affiliate continues to operate as 
an independent entity. 

Investments: Arrangements in- 
volving cash, management talents, 
technical skills, patents, or other re- 
sources are made so that a company 
may secure some direct benefits, 
such as an assured raw material 
supply or investment returns, or the 
benefits of collaboration. In some 
cases a new corporation may be 
formed, as was the case in the 
“partnerships” formed by compa- 
nies going into the titanium busi- 
ness together. 

Missionary: Encouraging a sup- 
plier or customer to change, diver- 
sify or expand his operations. In a 
large sense, customer requirements 
on the industrial scene may be 
characterized as a great missionary 
opportunity for diversification. 


Criteria for diversification 


It was also necessary for us to 
consolidate, in writing, our basic 
thinking on the subject of diversi- 
fication—to establish a philosophy 
or policy to guide us in the execu- 
tion of our program. The set of cri- 
teria which has evolved over a pe: 


riod of time is rather simple; yet it 
fairly well covers every situation 
we have ever confronted. 

Here are our diversification cri- 
teria: 

1. Does the venture promise 
long-range continuous operations? 
Rockwell is not in the business of 
buying and selling corporations, or 
of liquidating them (even though 
the tax aspects are often tempting!). 
When we acquire a company or 
otherwise enter a field new to us, 
we do so on the basis that such a 
move fits in with our long-term re- 
quirements and plans. 

2. Are the added product lines 
or operations adaptable to the 
fields where Rockwell's experience 
and management talents can be 
applied? We contend that there’s 
enough of our own kind of business 
to attend to. For example, we 
would not consider the addition of 
a food processing or garment-mak- 
ing business to our corporate nu- 
cleus. 

3. Is the venture otherwise com- 
patible with the main lines of 
Rockwell's corporate procedures 
and policies? For example, we do 
not propose to compete with our 
customers. 

4. Does the acquisition really 
contribute to our objective of cor- 
porate security? We don’t neces- 
sarily want to get bigger; we want 
to get stronger. 

Amplified and stated positively, 
these criteria add up to the fact 
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- DUBOIS & SYKESVILLE, 
PENNSYLVANIA 


Gas Meters 


NORWALK, 
OHIO 


Gas Regulators 


TULSA, 
OKLAHOMA 


Gas Instruments, 


Chort Drives, Inte- 


grators, Differen- 
tiol Controllers, 
Orifice Meters, 
Parking Meters 


UNIONTOWN, 
PENNSYLVANIA 


Water Meters, 
Industrial Meters, 
Gasoline and Oil 
Meters 


A 


BROOKLYN, 
NEW YORK 


Water Meters, 
Industrial Meters, 
Gasoline and Oil 
Meters 


BELLEFONTAINE, 
OHIO 


Home 


Delta 


Power Tools 


y 


NOTE: In addition to the plants shown, Rockwell has recently acquired or constructed plants in Plainfield, N.J. (wood and 
metal working power tools); Atchison, Kans. (large iron and steel castings); St. Joseph, Mo. (small steel castings); States- 


boro, Ga. (meters); Russeliville, Ky. (parts); and Porterville, Calif. (valves and power tools). Last month ground was 
broken in Kearney, Neb. for a new valve plant. 
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Wood and 
Metal Working 
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GUELPH; ONTARIO, 
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profits on our investment. We'll leave the record-smashing to others.” 


that we are interested in the long 
pull; that we are seeking products 
in the “hard goods” fields which fit 
in with our plant facilities and 
skills in metalworking; that we will 
consider acquiring companies with 
products which are sold through 
channels familiar to our own mar- 
keting people; that the manage- 
ment and personnel policies are 
reasonably compatible with Rock- 
well’s existing policies. 


Sizing up the opportunity 


The time comes when our 
planned program must go into ac- 
tion. An opportunity for diversifica- 
tion may have been developed 
internally, i.e., our own people may 
have persuaded management to 
give serious study to expanding our 
activities in a certain direction, 
through a process of “adaptation.” 

Or it may be that a company has 
come to us with a merger proposal, 
or that we seek to make an acquisi- 
tion. The early steps are simple and 
often informal. As few as two or as 
many as a half dozen of our execu- 
tives will gather to consider the 
company, its products, its financial 
condition. Generally, at this stage 
they will have no more than pub- 
lished annual reports or other data 
available from public sources to 
guide them. If it’s a closely held 
company which does not publish 
its financial data annually, the 
principal source material is likely 
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to be a Dun & Bradstreet state- 
ment. 

It doesn’t take long to stack the 
company up against our criteria. At 
this stage, we are, of course, more 
likely to reject than approve. In 
fact, when the finding is affirma- 
tive, it is merely affirmation that we 
will commit ourselves to the ex- 
penditure of additional time, effort, 
and money to do a more thorough 
analysis. 

Our full-scale appraisals of a 
company vary according to the type 
of information required to make a 
sound decision. We accept the prin- 
ciple that overnight judgments can- 
not be relied on as a substitute for 
market studies, technical investiga- 
tions of operations and products, 
financial analyses. In most areas, 
our Own management personnel 
are fully qualified to evaluate a 
company in terms of our own 
needs. 

The fact that they are not im- 
partial is, we feel, a plus mark for 
us. We think of an acquisition not 
in terms of an independent under- 
taking, but in terms of our own 
operations; partiality under those 
circumstances is, in our view, an 
asset. 

We have gone to outside inde- 
pendent consultants on occasion to 
help us make evaluations. In gen- 
eral, however, it’s a practice we 
haven't followed. Our reasoning is 
simply that if our own people don’t 
know enough about a business to 
decide whether or not it’s a good 


venture for us, we_ probably 
shouldn't be in it for that reason 
alone. On the other hand, there 
have been times when outside con- 
sultants have been able to give us 
valuable assistance in the solution 
of specific technical matters. 


Advantages and disadvantages 


Our detailed analyses are con- 
cerned with both advantagés and 
disadvantages. Under advantages, 
we want to know the answers to 
such questions as: 

@ Will the acquisition result in 
economies for us and for the 
acquired company? 

@ Will it contribute to a more 
efficient system of sales and dis- 
tribution? 

@ Does it contribute toward our 
goal of corporate security by di- 
versifying our markets or our cus- 
tomers within markets? 

@ Will the acquisition bring to 
us new management blood which 
will enable us to build onto what 
we already have? 

@ Will the acquisition give us 
additional financial strength and 
earning power? 

@ Does it have tax advantages 
as a justification? 

On the negative side, here are 
some of the possibilities: 

@ Will the merger result in du- 
plication that can’t be eliminated 
quickly and easily? 


(Continued on page 68) 














Should green labor disqualify 


A new 
plant site? 


Many firms automatically pass over a favorable plant location 
that lacks skilled labor. But extreme case histories prove 

this policy unsound. Firms in Puerto Rico have 

successfully adapted green labor—even in the face of language 
and cultural differences. Here is a report of what can be 
accomplished—and_ how. 





Studies show many unskilled workers rate high in finger dexterity. 
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es Any company 
planning to set up a factory in a 
green labor area can probably profit 
from the experience of management 
in Puerto Rico. The hundreds of 
companies that have established 
factories here were faced with the 
problem of using farm workers and 
other unskilled labor to manufac- 
ture a variety of technical products. 

In just a few years, these com- 
panies succeeded in converting a 
lop-sided agricultural economy into 
one which presently boasts hun- 
dreds of industrial products. For- 
merly unskilled people are turning 
out these products in quality and 
quantity. 

Companies here have found that 
there is no such thing as a complete 
management blueprint for starting 
operations in an unskilled labor 
area. But there are some sound ap- 
proaches. Interviews with a dozen 
local plant managers, including 
representatives of General Electric 
(circuit breakers), Consolidated 
Cigars, Gillette (Paper Mate pens), 
Pastushin Aviation (rivets), and 
Lady Marlene (brassieres), resulted 
in a suggested approach to the 
problem—an approach which has 
proven successful in Puerto Rico, 
and can be applied in any similar 
labor situation. 


Use high caliber management 

High caliber managers are im- 
portant in any operation, but par- 
ticularly so in a green labor situa- 
tion. This is true not only because 
there are unusual problems, but be- 
cause there is often an unusual op- 
portunity for profits. An apparel 
manufacturer with several local 
plants put it this way: 

“Precisely because it is a 
new labor area, high caliber 
managers rather than dead- 
wood are needed for the op- 
eration. The manager who 
can bring about rapid worker 
adjustment and meet dif- 
ficult situations is the one who 
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will help you make a large 

profit.” 

Thus the job calls for executives 
with imaginative, creative manage- 
ment skill, rather than those who 
are limited to following all of the 
rules all the time. 

The top executives of a company 
often take a personal hand in set- 
ting up, launching, and supervising 
a new operation here, according to 
the Economic Development Ad- 
ministration of Puerto Rico. 

When the multimillion dollar 
Consolidated Cigar factory was 
started in Caguas in 1953, both the 
president of the corporation, Sam- 
uel J. Silberman, and the vice presi- 
dent, Stanley S. Keyser, were on the 
spot for several months while the 
operation was getting underway. 
Now they continue to make fre- 
quent inspection visits. Partly be- 
cause of this active participation by 
top management, Consolidated 
Cigar has been able to become the 
largest single plant in Puerto Rico, 
with 160,000 square feet of plant 
and more than 1.000 workers. Each 
year there are additions to its labor 
force, operating capacity, and pro- 
duction output. 


Using management tools 


Don't be afraid to use standard 
management tools and, if neces- 
sary, develop new ones. When 
starting an operation in a green 
labor area, the various tools avail- 
able to management—production 
and quality control, job breakdown, 
workflow studies, incentives, labor- 
management relations—should be 
applied to the maximum. But since 
these alone may be of limited use 
at the beginning of a green labor 
operation, new and supplementary 
techniques, particularly in the area 
of personnel training, must often 
be developed. 

A new management approach is 
used by Aero Components, an af- 
filiate of Pastushin Aviation of Los 
Angeles. This Puerto Rican plant 
turns out three-quarters of a mil- 
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lion rivets weekly. It’s done with a 
work force of 60 local workers. 
James Morgan, the plant manager, 
reported: 


“It is often necessary to play 
the operation by ear. For ex- 
ample, instead of developing 
an automatic plant, the com- 
pany leaned toward the use 
of more labor. The workers 
turned out to be cheaper and 
more productive.” 


He said Puerto Rican workers, 
particularly women, are highly 
productive in jobs calling for 
finger dexterity. One woman worker 
completed 75 operations a minute. 
The plant average is 50 operations. 
These consist of picking up a rivet, 
placing it in a die, and hitting a 
punch press lever. 

Quality control based on either 
spot checks or statistical sampling 
are common here in both small and 
large plants. The most extensive 
system is probably that of Caribe 
General Electric which started pro- 
duction of circuit breakers in May 
as the 400th plant in Puerto Rico’s 
“Operation Bootstrap.” It will even- 
tually employ 400 workers. 

According to James M. Whitten- 
ton, president and manager of this 
GE affiliate, quality control is used 
in each of the major operations: 
molding, plating, fabrication, weld- 
ing, assembling, and calibration. In 
addition, there are frequent checks 
on the final product by a repre- 
sentative of Underwriters Labora- 
tories who is stationed permanently 
on the island. Caribe General Elec- 
tric is the first company on the 
island to produce its product under 
the stringent specifications of the 
Underwriters Laboratories. 


Use local training facilities 


The development commissions 
and other groups in new or expand- 
ing plant site areas offer a number 
of services that help in adapting in- 
experienced workers to industrial 
jobs. The Commonwealth of Puerto 


Rico, for example, offers a wide 
range of services to new companies. 
It will screen, test, and train factory 
workers and supervisors, under- 
take special research on production 
and marketing problems, and build 
new factories according to manu- 
facturers’ specifications. Most lo- 
calities throughout the U.S. that 
are seeking to attract new firms 
offer similar types of assistance. 

New workers in Puerto Rico are 
given psychological tests and physi- 
cal tests for finger dexterity, man- 
ual dexterity, and color perception. 
Training in vocation skills for ap- 
proximately 6,500 students an- 
nually are also provided at the 
island’s 11 trade schools, 

Such training programs help 
raise the level of starting produc- 
tivity in new plants. Nevertheless, 
there is the additional opportunity 
for management to conduct further 
training and selection on the job. 
This is invariably necessary in 
order to achieve initially satisfac- 
tory production standards. 

This has been the case, for ex- 
ample, in the manufacture of high 
quality brassieres at the two Lady 
Marlene plants in San Juan, em- 
ploying 70 workers each, mostly 
women. Mr. and Mrs. Louis Critelli, 
the owners, who have been in 
Puerto Rico a half-dozen years fol- 
lowing many years of stateside ap- 
parel experience pointed out: 


“We had to make the girls 
quality conscious. If we say a 
seam is not right, the onerator 
must know why. This meant 
that, at first, production 
dronned, but now both out- 
put and qualitu are as hich as 
what we would exnect of 
mainland operators.” 


Most managements find it ad- 
visahle to start their nlants at less 
than full force. By doine so. the 
first workers can provide the nu- 
cleus for labor exnansion. This was 
what hapnvened with Paner Mate 
of Puerto Rico, acquired last year 














by the diversifying Gillette Com- 
pany. 

Paper Mate started with a crew 
of 30 workers at its plarit in Salinas. 
These workers were used to help 
train other workers as the opera- 
tion grew. More than 400 local 
workers are now employed. 


Start with assembly operation 


Most companies here have found 
simple assembly work good worker 
training, since many new workers 
are often in factories for the first 
time. In recent years, however, as 
workers have gradually adjusted to 
factory routine, and as a backlog of 
worker skills have been built up, 
many plants have introduced more 
sophisticated operations. 

At first all Paper Mate pen parts 
were shipped from the U.S. and as- 
sembled locally. Now, the entire 
pen, from start to finish, is manu- 
factured here. John N. Johnson, 
plant manager, said: 

“Actually it is much easier 
to operate this way. You don't 
have the parts storage prob- 
lem and it is simpler to sched- 
ule and plan your production. 
Also with many finished parts. 
the less they are handled, the 
better.” 

Aero Components, until — this 
summer, has been importing raw 
rivets and finishing them locally. 
Now it is installing machinery 
which will permit their local man- 
ufacture. The manager looks for- 
ward to this: 

“The new machinery will 
be operated by workers al- 
ready in the plant. They are 
eager to learn and we expect 
them to acquire the new skills 
without much difficulty.” 

people from 


Promote local 


within 


For over-all plant efficiency and 
good labor-management relations, 
companies find it pays to follow a 
strict policy of using local people at 
all levels, when and if they are able 
to make the grade. 

In Puerto Rico, imported U.S. 
specialists are usually used in early 
stages to instruct local workers who 
then, in turn, carry out managerial 
duties themselves. Assistance in su- 
pervisory training is provided by 
the Industrial Services Division of 
the Economic Development Admin- 
istration, which encourages local 
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people to “think in terms of im- 
provements in production.” The 
program is under Earle W. Dudley, 
a specialist in industrial training 
for 32 years. 

Franscisco Verdiales, manager of 
the Consolidated Cigar operation 
and a former chief of Puerto Rico’s 
Industrial Services Division, says 
the policy of using local people is 
vital in building favorable human 
relations, and particularly com- 
munity relations. He said: 

“The success of our own 
operation shows that this pol- 
icy is not only essential but 
also leads to greater produc- 
tion, despite the fact that 
workers brought in from else- 
where might have more initial 
skill.” 

Promotion from within—from the 
line to foreman and from foreman 
to middle management—has the ef- 
fect of creating incentives through 
a plant. A metal manufacturer 
noted: 

“Announce that one of the 
line operators will become a 
supervisor and productivity 
of dozens of workers will 
automatically increase.” 

In Puerto Rico specifically, pro- 
moting local workers to super- 
visory and management positions 
helps bridge the language gap be- 
tween management and worker. 


Human and community relation 


It is important to take a real in- 
terest in worker problems and in 
community affairs. A study of 
Puerto Rican workers on their at- 
titudes toward their factory super- 
visors revealed that 82% of the men 
and 92% of the women interviewed 
felt that they were “generally 
treated well, with courtesy and 
consideration” by their supervisors. 

The reason for this is that all 
management personnel on_ the 
island—and particularly first line 


' supervisors—have been encouraged 


to combine the roles of teacher, so- 
cial leader, personal advisor, and 
production expert. Not only do they 
supervise production, they also ar- 
range social functions and _ assist 
employees with many of their off- 
the-iob problems. 

Mr. Verdiales said supervisors 
and managers at Consolidated 
Cigar give workers legal advice, 
help them obtain housing, act as 
liaison with government authori- 


ties, and assist in providing worker 
entertainment. 

Indications are that company 
sponsored social events—dances, 
sports, picnics, and the like—can be 
made to provide a strong human 
relations impact in green labor 
areas, even though these same pro- 
grams might receive little partici- 
pation among workers in estab- 
lished industrial centers. Mr. 
Verdiales continued: 


“We do our best to make 
the workers feel like human 
beings, and workers respond 
with a friendly attitude to- 
ward management and with 
high levels of productivity.” 


Importance of green labor 


From the interviews with many 
Puerto Rican managements, it 
seems clear that a decision to start 
a new operation in a green labor 
area should be preceded by very 
careful consideration. But green 
labor, in itself, should not be con- 
sidered a disqualifying factor. 

The firm most likely to succeed 
in a green labor area is often the 
one that can break down jobs into 
simple operations. But other firms 
can also be successful under favor- 
able conditions. In Puerto Rico, for 
example, most of the plants opened 
during the past few years have 
been in the light industry class, but 
now there is a beginning trend to- 
ward heavier industry, representing 
“big name” mainland corporations. 
Union Carbide and American Can 
Co. have completed negotiations 
for establishing island affiliates. 
General Electric has announced 
plans for opening a second plant. 
Other companies with local af- 
filiates include U.S. Rubber, Inter- 
national Latex, Sunbeam, Sylvania, 
Carborundum, Maiden Form, St. 
Regis Paper, and Hickok belts. 

The primary determining factors 
in making a success of a green labor 
operation are 1) the ability of man- 
agement to carefully pre-plan the 
operation in detail, 2) their ability 
to move in with an imaginative ap- 
proach to human relations and in 
training local workers, 3) the appli- 
cation to the fullest possible extent 
of the standard tools of manage- 
ment, and 4) the ability to create 
new tools to deal with special 
problem areas. In other words, it’s 
not so much a question of green 
labor as skilled management. m/m 
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OMPTOMETER 


OMMANDER — 


dictation-transcription machine by Comptometer 


with amazing UNIMATIC remote-control microphone 


.. makes dictating as easy as talking—An electronic miracle in the sim- 
plification of dictation has been achieved by Comptometer. Now you can forget 
the mechanics of recording and have your mind free and clear for better dictation. 
All you do is talk into the Unimatic remote control microphone which fits the palm 
of your hand. One simple button lets you dictate, listen, reverse to review, or even 
to “erase” and replace a word or phrase.When finished dictating, press other button 
to mark length of letter—everything is automatically recorded by remote control. 


++. Saves more than it costs—The flexible Mylar* magnetic recording belt 
can be used for thousands of dictations. It “wipes” clean in just one second, 





ready for re-use. The day-after-day savings over costly ordinary one-use belts or 
records more than return your Commander investment. And only Comptometer 
guarantees these mailable belts for life. 


... erases unwanted words—You will hand your secretary error-free dic- 
tation she will transcribe twice as fast and right the first time. Error-free because 
you can electronically “erase” any unwanted part of your dictation and replace 
with the new or correct thought—No extra correction instructions to add. And, for 
economy-minded offices, the same Commander unit can be used for both dicta- 
tion and transcription. % Mylar-Dupont’s trademark for its Polyester Film. 


SEE ALL THESE YEARS-AHEAD FEATURES DEMONSTRATED IN YOUR OWN OFFICE! 





NEw! NEW! NEw! NEW! NEw! NEW! NEW! NEW! NEW! 
Visualite Indicator, Remote Indexing Unimatic Remote Simplified Recorder — Conference Recording— Customized Input Vol- Carrying handle Dual speakers Modern design 
Glows red when you automatically marks Control Microphone all operating controls Listening. Supersensi- ume-Control can be 
dictate, flashes to length of letter. fits palm of hand. Two are now on Unimatic tive microphone pickup. pre-adjusted to your NEW! NEW! NEw! 
green when you listen buttons control all microphone. Extra loud volume play- voice whether it’s ex- . ? . ‘ 
or transcribe, operations back speaker. tra loud or extra soft. Removable cover _—_ Lighter weight High Fidelity 

also Comptometer Dictation Div., Felt & Tarrant Mfg. Co.,y712 Marshfield St., Chicago 22, Ill. 
; available Gentlemen: Without any cost or obligation please arrange: 
nether euastnndiog monhine te speed Amatuun bonavee Sy in (0 FREE DEMONSTRATION ( FREE 10 DAY TRIAL (© Send complete information 


OMPTOMETER’ ™ 


A product of Felt & Tarrant Mfg. Co., Chicago, Illinois. Other Felt & 
Tarrant products: The world-famous Comptometer Adding-Calculating 
Machine and the new 10-key Comptograph "202" Calculating-Adding machine. 
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How tax rates affect the decision— 


BUILD 
OR 
LEASE 


EE jf youre thinking 
of relocating, but don’t have the 
capital to invest in a new building, 
the “net lease” plan may prove an 
answer to your problem. Under this 
plan, custom-built facilities are 
available to you, without any out- 
lay of working capital. The build- 
ing is yours under the long term 
lease—and the cost is often less than 
if you were to build it yourself. 

Before going into the plant itself, 
here’s a comparison showing the 
difference in costs between renting 
and building a $500,000 building. 
On a typical rental deal for a build- 
ing of this cost, the annual rental 
would be $37,500. But with the 52% 
corporate rate tax saving ($19,500), 
the actual cost per year would be 
only $18,000. 

To buy the same building, $200,- 
000 cash and a $300,000 mortgage 
would probably be necessary. With 
a 20-year mortgage at 4%, the an- 
nual expenditure for interest, amor- 
tization, and depreciation would be 
$36,000. Deducted from the $36,000 
total is a tax saving of $18,720, fig- 
ured at the 52% rate on the de- 
ductible portion of the total annual 
cost. This gives a net cost of $17,- 
280. To this must be added the cost 
of obtaining or using the equity 
capital of $200,000. At 5%, this 
would be $10,000 yearly. 

As a tenant, the corporation 
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Here are the facts about the “net lease” plan for building a new 


office or factory. If youre thinking of relocating, this plan can 


provide custom-built facilities without any capital expenditure. 


would save $9,280 the first year. 
The company would save more 
than $50,000 in a 20-year period, if 
depreciation is included. Not only 
is there big saving financially, but 
the manufacturer can forget about 
many of the details involved in 
owning a building, and the head- 
aches which go with it. 


A case history 

One of the leading companies 
specializing in building for lease to 
industrial tenants is Sherrill Noonan, 
Inc., of York, Pennsylvania. They 
find and buy the location, work out 
the design, and arrange for the con- 
struction of buildings to tenants’ 
requirements. One of their modest- 
size buildings, now under construc- 
tion, is evidence that even small, 
relatively new companies can par- 
ticipate in this tax-advantageous, 
capital-saving real estate. The 
Baldwin Manufacturing Company, 
a 10-year-old Newark, New Jersey 
hardware manufacturing firm, will 
soon move into a 17,500 square foot 
building without the outlay of any 
cash for ground or building. 

Baldwin is taking over the build- 
ing, built especially for them, ac- 
cording to their own specifications, 
on a long term lease. Following 
that, they will have options to re- 
new at a low rental. Baldwin’s only 
cost for the use of the building will 
be the annual rent. However, since 


this is what is termed a net lease, 
the taxes and insurance must be 
paid by the tenant. 

The rent is completely tax de- 
ductible. As a result, the hardware 
firm not only is saving working cap- 
ital, but gaining a tax advantage 
too. While it’s acknowledged that 
depreciation would be deductible, 
amortization payments on a _ pur- 
chase basis would not be deduct- 
ible. In most cases, the amortization 
payments far exceed the deprecia- 
tion allowance. 

Generally, building new facili- 
ties impairs a company’s working 
capital position. Even if it’s possible 
to borrow funds for new construc- 
tion or purchase of new factory 
space, then this indebtedness may 
lessen the company’s borrowing 
ability for other needs. Build-for- 
lease has, therefore, become a popu- 
lar construction plan for companies 
of all sizes. 

If a company has adequate work- 
ing capital, it must determine 
where that capital is of most finan- 
cial advantage. Used for work in 
process, the money should earn up- 
wards of 20% before taxes. And the 
funds will turn over several times a 
year. Invested as equity funds in 
real estate, the money would save 
only about 5% a year. 


Other advantages of net lease 


Because the building owner is 
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contractually obligated to deliver a 
completed building to suit the ten- 
ant’s needs, the tenant is freed from 
many problems normally associated 
with construction. In the case of 
Sherrill-Noonan, they obtain the 
building site, and details of design 
and construction and supervision of 
construction are carried out by 
their staff, eliminating a substan- 
tial expense. 

In normal construction opera- 
tions, the building owner must re- 
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view and check bundles of blue- 
prints and specification sheets. By 
putting the responsibility for con- 
struction on the builder, the pros- 
pective tenant saves work and 
money. 

In the past, such build-for-lease 
arrangements were only open to 
companies with “blue chip” finan- 
cial statements. Now, however, 
smaller companies who have good 
credit may be eligible for the same 
money-saving, work-saving, worry- 


saving treatment. 

With excellent credit, a com- 
pany can lease a building for an 
annual payment equal to seven per- 
cent of the building total cost. 
Companies whose financial state- 
ment is less impressive will be re- 
quired to pay up to eight and one- 
half percent. How much a company 
will have to pay is determined by 
a careful study of credit and other 
factors peculiar to the individual 
company. m/m 
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**T can produce ten easy to read copies—or thousands— 
on hard or soft finished paper and card stocks in sizes from 
3 by 5 to 9 by 16 inches. 


“*I can produce these copies in sharp black or in bright 
colors in one operation. 


“I can produce copies on both sides of the paper 
immediately without slip-sheeting. 


*‘And I never have to guess how. Operating instructions 
are permanently mounted on the machine— 
all controls clearly identified. 
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about the new developments in modern mimeographing?”’ 
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A. B. Dick Company 
5700 Touhy Avenue, Chicago 31, Illinois 
Please send me more information about MODERN 
mimeographing. 
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Address 
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City. State 
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| PROFILE OF A NEW KIND OF MANAGER: 5 a 


How he plans v0 


for future profits 


Small and medium-sized companies have advantages over the 
industrial giants. By combining these advantages with an adaptation of 
“big business’ methods, executives in companies of all sizes can find a 


sound answer to the perplexing question—How shall I use my time? 


THE PROBLEM 





Hobbled by a maze of urgent detail, a company’s 
top management fumbles its biggest job—planning : 
ahead. 


THE ANSWER 













A new profit planning strategy is evolved, with 
every company program oriented to future profit 
goals. 


THE MEN 






President Charles H. Percy, Executive Vice Presi- 
dent William E. Roberts and the “participative” 
management team of Bell & Howell Co., Chicago. 


A case history 


me Soon after he became president of 
Bell & Howell Co. in 1949, Charles H. Percy hung 
a small plaque behind his desk that reads: “My 
job is to build Bell & Howell for the future.” 

This constant reminder quickly became a thorn 
in his side. As he moved deeper into the duties of 







Be'l & Howell’s President Charles H. Percy 
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heading a company in the highly competitive 
photographic equipment industry, it was clear that 
his actual practices were not consistent with the 
simple rule he had selected as his guide. He, and 
the other top men in the company, found them- 
selves spending most of their time dealing with 



























day-to-day detail. The ultimately important was 
being sacrificed in favor of the immediately urgent. 

Based on his own experience, Charles Percy once 
described a typical day in the life of an harassed 
administrator: 

“The morning mail comes in, including a request 
for a speech before a local association. A share- 
owner writes for information on dividend policy. 
A group of teachers wants to tour the plant and ex- 
change ideas with company executives. The phone 
rings steadily. An irate customer can't get service in 
Mule Shoe, Texas. More mail, and then meetings. 
Back to the office to decide what to do about a 
pressing budget problem. Review a new product 
release. Turn down gracefully (impossible!) a re- 
quest to introduce a friend to the director of pur- 
chases; discuss two new appointments in the 
Manufacturing Division and « major capital equip- 
ment acquisition. End of the day. Into the brief- 
case goes the balance of the day’s mail (or yester- 
day’s) along with reading matter marked ‘must.’ ” 

This, admits Percy, was standard management 
procedure for far too long until—finally—through a 
gradual and cautious program of trial and error, a 
new kind of management strategy was evolved, 
based on long-range profit planning and a formal- 
ized system of “participative” management, with 
special attention being paid to communication and 
understanding among all levels. 

Profit planning is now the central theme of every 
program and action carried out by Bell & Howell, 
from its management organization to its employee 
suggestion system. 

Although the B&H management disclaims any 
right to be called experts in scientific management, 
the effectiveness of their profit planning strategy is 
witnessed in part by a 218% increase in sales and 
348% increase in earnings since 1949, with a parallel 
increase in employment from 1,800 to 3,300 in 
1955. Estimated current employment is 3,750. 

In the opening sections of this article you will 
learn how B&H sets its profit goals and how the 
company has been organized on a participative 
management basis which permits all management 
personnel to contribute to the job of planning 
ahead. The ensuing sections describe how specific 
B&H programs have been coordinated with the 
profit planning theme. 

Integrated with the article’s narrative are blocks 
of questions and answers. The questions, in bold- 
face, are by the editors of MANAGEMENT 
METHODS; the answers, in italics, are statements 
by President Percy, Executive Vice President Rob- 
erts and heads of various Bell & Howell operating 
divisions. 
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HOW B&H SETS 








Mi Ai 


B&H METHODS: 


1. Chart trends 
2. Set 60-month goals 


3. Plan a flexible course of 
action 


MANAGEMENT METHODS 








ITS PROFIT PLANNING GOALS 





“ 


At planning meeting: (I to r): Vice Presidents Roberts, Chyrchel, Townsley; President Percy; Purchas- 
ing and Material Control Director A. M. Adams; and G. W. Wallin, Executive Vice President of the TDC 


Division. 


= The management staff of Bell & 
Howell Co. knows what the com- 
pany’s profit is expected to be in 
the year 1961. 

Further, they know in general 
terms what must be done between 
now and then in order to earn this 
profit. 

Manufacturing Vice President 
R. L. Chyrchel, for example, knows 
the sales forecast for five years from 
today on B&H’s small, low-priced 
movie camera and its microfilm re- 
corders. 

Vice President W. L. Johnson 
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knows about how many people the 
company expects to employ in 
1961, and has begun making plans 
accordingly. 

Purchasing and Material Control 
Director A. M. Adams has already 
done some thinking in terms of in- 
ventory needs five years hence. 

Merchandising Vice President 
C. G. Schreyer has a good idea of 
what will most strongly influence 
future camera sales, and where ad- 
ditional warehousing facilities will 
be needed in the ’60’s. 

The Bell & Howell top manage- 


ment can speak with a fair amount 
of certainty about the company’s 
next five years because they have 
spent literally thousands of man- 
hours at the job of probing the fu- 
ture, flagging goals and projecting 
plans for reaching these goals. As 
the goals become progressively 
nearer—four years, three years, two 
years, and especially one year 
hence—they become progressively 
more precisely defined, and the 
plans for reaching them become 
progressively more detailed. 
(Continued on page 43) 
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THE MAGIC OF NEUTRACEL 


* 





Neutracel: the newest reason why Hammermill Bond prints better, types better, looks better 


» * ee 


Now hardwood’s finer fibers help 


Hammermill Bond fold more neatly 


AVE YOU SEEN the new Hammermill 
Bond? From the crispness of the 
letterhead, the sharpness of the typing, 
to the final, neater folding of the letter, 
you'll see qualities you like to have in 
your office stationery and business forms. 
New printing methods and new office 
equipment created the demand for 
specific paper qualities best obtained by 
blending different papermaking fibers. 
Now with the exclusive process that 
produces Neutracel® pulp, Hammermill 
has unlocked the special papermaking 
qualities that nature grows in northern 
hardwoods, 


The new Hammermill Bond, made 
from Neutracel and other bright, sturdy 
pulps, folds more easily and neatly. 
That’s true because Neutracel helps the 
blend of fibers knit together more closely 
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and evenly. The result is a clearer, more 
attractive formation—a smoother, velvety 
surface. You get better printing, typing, 
writing and carbon copies. And, Neutracel 
imparts greater opacity and bulk to make 
your letters more impressive. 

Only a few months ago, Hammermill- 
invented centrifugal cleaners were in- 
stalled to make Hammermill papers 
cleaner than ever before. To that impor- 
tant development, we now add Neutracel, 
a $6,000,000 step forward to bring you 
Hammermill Bond that 1) prints better; 
2) types better; 3) looks better. Ask 
your printer to show you samples. 
Hammermill Paper Company, Erie 6, 
Pennsylvania. 

a— 
manna) Printers everywhere use Hammermill 


} 


‘papers. Many display this shield. 


(Circle 589 for more information) 















with Neutracel’s finer fibers, costs no more 
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BELL & HOWELL COMPANY 1949 VS 1955 


Total Assets 

Net Worth 
Current Assets 
Working Capital 
Sales 

Net Profit 

No. of Employees 


No. of Stockholders 


60-Month Program: The entire 
basis of Bell & Howell's manage- 
ment strategy is long-range profit 
planning. And the heart of the 
profit plan is a 60-month, or five- 
year program. 

Here is how the program works: 

The first step is to chart trends 
and project these trends into the 
future. Says President Percy: “We 
take a retrospective look at where 
we have been, an objective look at 
where we are, and a hopeful look 
at where we want to go.” 

General economic factors and the 
company’s own performance record 
are studied and plotted. 

Company trends are determined 
by analysis of B&H’s relative posi- 
tion in each field in which it com- 
petes. Careful comparisons of past 
and present financial ratios are 
made: earnings to sales, return on 
investment and inventory turnover. 


Setting Goals: On the basis of these 
plottings, a series of future goals is 
established. Although the goals are 
kept within the range of attain- 
ability, they are generally set high 
enough to bring about a constant 
improvement in the company’s po- 
sition during each of the five suc- 
ceeding years. 
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1949 
$16,417,353 
$12,432,334 
$10,707,516 
$ 9,020,632 


$13,238,116 
$ 447,765 
1,813 
1,985 





Planning Action: Once goals are 
set, the preparation of the 60-month 
program begins. A detailed plan of 
action is thrashed out. 

Existing product lines are an- 
alyzed and a thorough review is 
made of the product development 
and research program. Then a sales 
forecast is made. A separate fore- 
cast is made for each of the next 15 
months and on an annual basis for 
each of the following four years. 

Supplementing the forecasts are 
estimates concerning predictable 
changes that may affect the busi- 
ness. Increases in hourly labor rates 
and salaries are projected, for ex- 
ample. Expansion and _ capital 
equipment needs are anticipated, 
scheduled, and _ their financing 
planned. 

All of this work is carried out 
with plottings on large layout 
sheets. The process begins with a 
rough sketching out of basic facts. 
More facts and figures are added as 
the program is beefed up. Percy 
emphasizes, however, that never 
does the long-range program be- 
come finished or “official.” The 
rough layout sheets are used for an 
unending process of revision and 
addition. 


1955 
$31,898,428 
$21,208,029 
$22,432,257 
$16,015,858 
$42,137,575 
$ 2,007,502 

3,344 


2,076 


Short-range Planning: Within the 
long-range program, short-range 
planning begins when the Mer- 
chandising Division establishes pre- 
liminary sales goals for the succeed- 
ing year. This is a detailed forecast, 
broken down by product, model 
and month. At an evening shirt- 
sleeve session, the forecast is sub- 
mitted to manufacturing, financial 
and administrative management ex- 
ecutives for critical analysis. The 
forecast may be altered, but, finally, 
definite one-year-ahead goals are 
set. Desired inventory levels, manu- 
facturing schedules, cost of sales, 
and divisional expense levels are all 
established. 

Before the beginning of the year, 
the forecast profit and loss state- 
ment is submitted to the Board of 
Directors for approval, together 
with an anticipated balance sheet 
position. Thus, although the long- 
range profit goals never become of- 
ficial or static, the one-year-ahead 
goal does become official. 

Through the year for which the 
profit goal has been set, programs 
and expenses are subjected to con- 
tinual revision in order to keep op- 
erations on target. 

(Continued on page 45) 
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Are you feeding them in your office? Most offices 
are! They’re that mass of ever-accumulating rec- 
ords that bulk up files, eat up space, and gobble 
up big hunks of profit! 

If you have any doubt about these beasts stalk- 
ing your office — try these three simple tests: 


TEST #1 — Do you have an organized policy cov- 
ering systematic retention, transfer or destruction 
of all papers and documents? If not, you must be 
feeding a white elephant! Tremendous savings are 
possible. Assuming you have 50 files, annual sav- 
ings of $3850* will result from the 35% of the 
records to be destroyed...100 files double this 
amount, and so on. And savings from “destruc- 
tion” are only a drop in the bucket! 


TEST #2 — How long does it take to find or file 
a paper in your organization? It should not take 
longer than 1 minute. If it does, your company 
probably needs a Records Analysis. 


TEST #3 — When you ask for a file by subject 
instead of by name do you get all the records per- 
taining to that subject — and are they in order for 
best use? A subject file is the backbone of a record- 





these white elephants are made of paper! 


keeping operation—the source of vital facts for 
management decisions. Untold dollars ride on those 
decisions! 

Get the latest information on actual dollar 
savings possible through modern records manage- 
ment methods. Send for this free literature. 





.2 232 6S a ee See eee 
| Memington. Fland. I 
I DIVISION OF SPERRY RAND CORPORATION l 
| Room 2025, 315 Fourth Avenue, New York 10. 1 
| Kindly send literature checked: | 
| © BSD45 —“Control Of Records And Their Costs’’ \ 
I CC) X1615 —‘Your Records’’— (Controlled From Creation To | 
Destruction) 

I C) BSD46 —‘“‘How To Save Executive Time’’ (Subject Filing) i 
| (1 *BSD32 —‘“Get These Annual Dollar Savings From Your Files” J 
i ( +LBV676 —‘‘Kompakt — The File With The Extra Drawer’’ j 
\ () BSD-5B —“Complete Microfilming Service’’ 

, () $€707B —“The Cost Of Burned Records” 

NAME ccusisiiaitliadinteatciimeailtladiiimiitias =), i 
MPANY = i 


(Circle 615 for more information) 
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PROFILE OF A NEW KIND OF MANAGER: 


QUESTIONS BY THE EDITORS 


Q. What kind of developments 
occur that make it necessary for 
you to modify your programs and 
expenses? 

Ww. E. ROBERTS (Executive Vice 
President): Some are of our own mak- 
ing, such as unforeseeable results of 
our own engineering and_ research 
efforts, or consolidation of newly ac- 
quired businesses. Others we have no 
control over, such as the appearance 
on the market of new competitive 
products. 


Q. What are some examples of cor- 
rective action that you might take 
to bring your program into line 
with the profit goal when a prob- 
lem area has been spotted? 
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(continued from page 43) 


ROBERTS: The answer might be 
overtime, duplicate tooling, new capi- 
tal equipment, ’round-the-clock engi- 
neering effort, or it may be a price 
change, or the appointment of a spe- 
cial task force to nurse a problem area 
back to normal. 


Q. Suppose some problem arises 
that cannot be remedied in time to 
get your program back on the 
track? 

ROBERTS: Then immediate steps are 
initiated to cut expense budgets and 
bring the program into balance in that 
way. Only as a last resort do we at- 
tempt to have our one-year-ahead 
earnings goals altered once they have 
been set and approved. 


Q. What has been your batting 
average in reaching the one-year- 
ahead earnings goals? 


Executive Vice President Roberts and President Percy spend many hours exploring ways to build the company’s future. 








ROBERTS: Over the past few years, 
we have varied only slightly from our 
forecast sales, expense and profit 
budgets. Variation in expenses against 
budget in 1955, for example, was only 
1%. The actual profit that year missed 
the forecast profit by 5%. 

Q. What has been your batting 
average in reaching your long- 
range, 60-month profit goals? 

ROBERTS: Because the 60-month 
program is constructed on a_ thor- 
oughly flexible base, results are not 
directly measurable in terms of bat- 
ting averages. Bear in mind that we 
are looking ahead over five years 
from a constantly moving current 
date. The value of the long-range 
planning is that it keeps us aimed in 
the right direction, and helps us score 
in our short-range planning. 

(Continued on page 47) 


















































Now that a photocopier costs less than an office typewriter . . . 






Large companies will find that putting a new Signet 
Copier in each department is every bit as practical as 
having a typewriter at each secretary’s desk. Ends costly 
“travel” to duplicating room and waiting in line for 
copies. Speeds communications with other departments 
and customers —everyone gets copies soon as needed. 


Kodak’s new 


= ° 
“One-man” offices can now enjoy the 101 VERI FAX nob COP I eke 
short cuts Verifax copying has brought to G 
thousands of companies. For example— 

answer mail without dictation and typing; $ 

do “all-day” retyping jobs in 15 minutes. onl 148 

Eliminating only one page of typing per = Ss sd 

day, saves Signet’s cost in less than a year. 





DOES MORE! This sensational copier MISSES NOTHING! Verifax copies are NEW FREE FOLDER gives complete de- 

makes 5 copies in 1 minute for just 2%2¢ photo-exact from top to bottom—espe- tails on new $148 Signet and other 

each. Does many jobs beyond scope of cially important when you’re copying Verifax Copiers. Also sent free—valu- 

ordinary copiers—for example, makes legal papers and accounting records with able booklet revealing the short cuts 

copies on pre-printed office forms... and __ all types of ink writing. No worries about Verifax copying has brought to thou- 

on both sides of standard copy paper. deterioration, either—Verifax copies will sands of offices. 
Even makes an offset plate in 1 minute for last fully as long as any typewritten 

less than 20¢, using low-cost adapter. record used today. 






-——————————————--MAIL COUPON TODAY-—————-————————-—-—-———- 


EASTMAN KODAK COMPANY, Business Photo Methods Division 197-10 
843 State St., Rochester 4, N. Y. - 
Gentlemen: Please send free Signet folder, “Short Cuts” booklet, and names of near-by dealers. No obligation. 














Name Position 
Company Street 
City State 








(Circle 578 for more information) 
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PROFILE OF A NEW KIND OF MANAGER: 


PROFIT PLANNING THROUGH PARTICIPATIVE MANAGEMENT 


B&H METHODS: 


1. Coordinate management action 


2. Brainstorm 
ment boards 


through mancge- 


3. Criss-cross management think- 
ing 


® Bell & Howell Co. is organized on 
a basis of participative manage- 
ment—getting everyone into the act. 
Key ingredients in B&H’s program 
of participative management are 1) 
a formalized schedule of manage- 
ment conferences and staff meet- 
ings, and 2) the operation of a series 
of high-level advisory committees, 
or, as B&H calls them, management 
boards. 


Staff Meetings: At regular monthly 
luncheon meetings, officers and di- 
vision managers get together to re- 
view recent accomplishments and 
to analyze near-term forecasts. 
Round-robin reports bring each di- 
vision head up-to-date on what is 
going on in other divisions. Work- 
ing together as a group, the execu- 
tives are able to move in close on 
specific aspects of the 60-month 
program. 

But President Percy and Execu- 
tive Vice President Roberts feel it 
is also important for top men in the 
company to move far enough away 
from the program to view it in per- 
spective. For this reason, company 
officers and division heads literally 
move away from the company once 
each quarter. They check in at a 
private hunting and fishing club, 
the Fin ’n Feather Club in nearby 
Elgin, Ill. Here, minus the interrup- 
tion of telephones and the pressure 
of supervisory responsibility, they 
are able to concentrate fully on the 
job of charting the company’s fu- 
ture. 

The informality of the club serves 
a purpose: in the outdoor atmos- 
phere, any tensions that may have 
developed between _ individuals 
tend to evaporate. 


Management Boards: Bell & Howell 
leans heavily on its various man- 
agement boards to coordinate the 
functional phases of its 60-month 
program. The first boards were set 
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(continued from page 45) 


up in 1949; now there are four of 
them: Research, Sales Analysis, 
Manufacturing and Budget. 

These management boards have 
as their function the coordination 
of all aspects of the business. They 
also provide a means for tapping 
the specialized knowledge of the 
individual management people. 

Considered most important of all 
the boards is the Research Board. 
All ideas for new products are sub- 
mitted to it. Its purpose is to guide 
suitable new product ideas through 
to fruition. Members of the Re- 
search Board are the president; ex- 
ecutive vice president; treasurer; 
engineering, manufacturing and 
merchandising vice presidents; the 
head of the product planning 
group; the assistant vice president 
of manufacturing, the chief engi- 
neer, the president of the TDC* Di- 
vision, who is also purchasing and 
material control director; the ex- 
ecutive vice president of the TDC 
Division. Thus, all major operating 
divisions are represented, and the 
heads of these various operations 
are able to contribute their respec- 
tive viewpoints to decisions on new 
product development. 

Ideas concerning appearance, 
price and features of a proposed 
new product are thoroughly dis- 
cussed in Research Board meetings 
before the first line is made on a 
sheet of drafting paper. Sales, engi- 
neering, manufacturing and finan- 
cing problems are analyzed before 
—not after—new product develop- 
ment work is begun. 

Once a development project has 
been given a go-ahead, it is as- 
signed to the appropriate operating 
division. But the Research Board 
continues to watch its progress. 

Here are the makeup and work- 
ings of two of the other B&H man- 
agement boards: 


Sales Analysis Board: Monthly 
meetings include key merchandis- 
ing, manufacturing, purchasing, 
and market research people, plus 
the treasurer, controller and Execu- 
tive Vice President Roberts. All sta- 





® Three Dimensional Company, ac- 
quired by BUH in 1954. 


tistical data is presented graphi- 
cally. Individual product projec- 
tions for the ensuing 15-month pe- 
riod are studied month by month. 
Monthly sales histories, by product, 
for the previous year and for the 
current year to date are compared 
with planned manufacturing and 
projected inventory schedules. The 
sales, manufacturing and inventory 
programs are reviewed and con- 
firmed or modified in the light of 
conditions. Weak areas are detected 
and corrective action planned. 

Supplementing the monthly meet- 
ings of the Sales Analysis Board, a 
smaller group meets each week and 
briefly reviews sales and manufac- 
turing progress toward budget 
goals, detecting negative trends in 
time to bend them back to meet or 
exceed budget. 


Manufacturing Board: This group 
is composed of manufacturing, 
planning, tooling, production en- 
gineering, quality control, and 
methods engineering personnel. The 
Manufacturing Board coordinates 
the functions of the Manufacturing 
Division. It serves as a two-way in- 
formation channel and a sounding 
board for unusual problems or new 
manufacturing ideas or techniques. 


Budget Board: Control of the com- 
pany’s purse strings is in the hands 
of this board. Serving on it are the 
president, executive vice president, 
treasurer, controller, and vice presi- 
dent for manufacturing. It develops 
all budgets of the company, in co- 
operation with the division heads. 
Annual divisional expense budgets, 
manufacturing schedules, capital 
equipment budgets, inventory ob- 
jectives and the cash forecast are 
its responsibilities. The Budget 
Board must operate within the cur- 
rent earnings target and with the 
60-month goals constantly in sight. 


QUESTIONS BY THE EDITORS 


Q. Don't these various manage- 
ment board meetings consume an 
undue amount of top executives’ 
time? 
PERCY: They consume a great deal 
(Continued on page 104) 


41 




















ADP 


* Automated Data Processing by Moore 


A question a many companies is this—‘‘Will 
automation help us?’’ If so, “‘What kind of automation 
will help us, and where do we start?’? When deciding 
what to do or what steps to take to process data auto- 
matically, the Moore representative is a helpful man 
to call in for advice. He can help you plan the system 
that’s exactly right for you . . . the system that helps 
you meet your objectives economically and efficiently. 


Cle ecee label, 


GIVES YOU ¢ 





Early in the planning stages he can design the correct 
forms-system that will give you the utmost from your 
data processing equipment. Moore doesn’t make ADP 
machines, but forms only. If automation will help you, 
ADP is a logical starting point, because proper form 
designs and construction play an important part in 
sound planning for a data processing system. An ADP 
system can be installed all at once or in planned stages. 


See Neon anon Se enews Ody Seto So emma 




















* 














i gosrenn Mo, 





The Moore man knows automation and brings ‘composite’ experience 
to your problem. Behind him are the resources and wide experience 
of the world’s largest, most versatile manufacturer of business forms. 








Faster shipments and complete control—with ADP 
A small or medium-sized company can improve its order handling © 
and invoicing by using fundamental ADP applications 


SEE CASE HISTORY ON FACING PAGE 





(Circle 598 for more information) 
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SALES OFFICE—Customer orders are received by mail or 
telephone in the Sales Office. Many of these request ship- 
ment same day. The Sales Department types a Moore 6-part 
1 Speediflo Invoice form. At the same time—as a by-product 
U of the typing—a tape is punched, automatically. 





PRICING CLERK—The warehouse copy is sent to the Pricing 
Clerk—for pricing quantities shipped and marking back- 
ordered items. Extensions are computed and entered on the 
form. It is forwarded to the Sales Department where it 
will be used as a basis for completing the invoice. 





Moore Forms are the heart of the system 
... they deliver the ADP benefits 





WAREHOUSE — Data on the tape is wire-transmitted to the 
warehouse. On the receiving machine a second form set is 
automatically typed. This set includes the Bill of Lading 
copies, a packing list and label copy and a warehouse order 
which becomes the notice of shipment to the Billing Dept. 


ee ee sii = 
SALES OFFICE —A new invoice containing back-ordered item 
is prepared and data is wire-transmitted to the warehouse. 
Here a new Shipping set is prepared and filed until the new 
stock is received. The system has provided faster work flow 
with accuracy in transmitting information. 


The Moore 
5-part 
Shipping 





|Moore’s ‘Automated Data Processing’ 
means the continuous and integrated 
operation of data processing, using auto- 
matic machines. The small or medium- 
sized company can realize the benefits of 
ADP without serious work interruption. 
disturbing change or costly investment. 
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Any company, large or small, can enjoy 
practical ADP benefits like those above. 
A good start is calling in the Moore man 
to review your system requirements for 
improvements. He’s in the Classified or 
can be reached by writing the Moore office 
nearest, below. 


MOORE BUSINESS FORMS 


Inc 


NIAGARA FALLS, N.Y. * DENTON, TEXAS + EMERYVILLE, CALIFORNIA 


(Circle 598 for more infortintios 





set 


The Moore “zy 
6-part a 
Speediflo ; — 

OFS 





Since 1882 the world’s largest manufacturer of business forms and systems. Over 300 offices and factories across U.S. and Canada. 


49 




















APPLYING RECORDAK MICROFILMING TO BUSINESS ROUTINES—NO. 22 IN A SERIES 


Checking a customer-ledger card in a Recordak Film Reader 


New credit reporting system 
checks your history in 1 minute 


Amarillo Credit Association, Amarillo, 
Texas, saves $300 a month with Recordak 
Microfilming. And the stores it serves 

no longer waste 30-60 hours per month 
checking customers’ records for Association. 


By photographing its members’ customer-ledger cards 
in a Recordak Microfilmer—and storing the films at 
the finger tips—the Amarillo Credit Association de- 
livers incredibly fast service with less clerical help. 


Imagine looking up credit information on 15 cus- 
tomers in 15 minutes! It used to take this long just to 
contact a store’s credit manager and read off a list 
of names for him to check! Now he’s spared this 
tedious job. And where he used to be plagued by 
forty or so phone inquiries daily from the Association, 
he now gets one or two. 


The Association, on the other hand, isn’t held up 
waiting for credit managers to answer; reports aren’t 


delayed a day as they used to be when answers were 
received around closing time. 


SRECORDERK 


(Subsidiary of Eastman Kodak Company) 
originator of modern microfilming— 
and its application to business routines 


Free . . .“Short Cuts That Save Millions.” New booklet 
shows how more than 100 different types of business— 
thousands of concerns — cut daily costs with Recordak 


Microfilming. **Recordak’’ is a trademark 


—------ MAIL COUPON TODAY----------------- 
RECORDAK CORPORATION 


(Subsidiary of Eastman Kodak Company) 

415 Madison Ave., New York 17, N.Y. F-10 
Gentlemen: Please send free copy of 

**Short Cuts That Save Millions.” 
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How to set up a 


middle management 
incentive plan 


Most direct incentive plans are designed for worker participation only. Here is a step-by-step de- 


scription of a successful plan that includes supervisors and other operating management personnel. 


by R. H. Davis, Budget Director 


American Seating Co., Grand Rapids, Michigan 


Ce One of the best 
ways to increase the value of a good 
idea is to extend the application of 
it into broader areas. 


At American Seating, we fol- 
lowed this rule in connection with 
our employee incentive plan: we 
extended this idea by devising an 
incentive plan to cover middle and 
lower levels of management per- 
sonnel. The result has been dollar 
savings and a continuous improve- 
ment in performance. Better plan- 
ning, closer control of costs and an 
increased number of suggestions 
from management personnel are 
just some of the benefits from the 
company point of view. And for the 
management people covered by the 
incentive plan, it means increased 
earnings. 

The plan was inaugurated in 
1950 and covers supervisors, fore- 
men, and other exempt salary per- 
sonnel. The underlying basis of the 
plan is a series of standards cover- 
ing all elements of manufacturing 
cost. (Whenever practical, we 
simply apply cost and budget 
standards that are already in exist- 
ence.) Essentially, the operation of 
the plan consists of measuring per- 
formance against this series of 
standards. When costs are below 
standard, the net savings are shared 
jointly by the company and 1, ine 
incentive plan participants. 

Simple as this process may seem, 
however, there are many aspects 
that influence the effective result. 


OCTOBER 1956 


Prerequisites for success 


Our experience has shown, for 
example, that good systems of 
standard costs and flexible budgets 
—covering each segment of the 
business—are the major prerequi- 
sites. Without flexible budgets, it is 
impossible to establish fair stand- 
ards in the face of fluctuations in 
product mix and in work volume. 

In addition, we have found ad- 
ministration to be a determining 
factor in the success of the pro- 
gram. Our plan is administered by 
a committee consisting of the vice 
president of manufacturing, the 
vice president of finance and the 
budget director. These men _ to- 
gether approve the cost standards 
against which performance is meas- 
ured. When conditions change, 
they alter the standards accord- 
ingly, so as to maintain the bal- 
anced relationship between incen- 
tive earnings and effort. 


How participation is calculated 


Individual participation in the 
plan is based largely on potential 
ability to influence cost savings. 
Individual maximum incentive bo- 
nuses are established for the various 
positions at 15%, 25% or 35% of base 
salary. Management people in po- 
sitions with the greatest potential 
effect on cost control are in the 35% 
class; those with moderate potential 
effect are in the 25% class; and those 
with the least potential effect are in 
the 15% class. For example, operat- 


ing supervisors are in the 25% class 

This classification has three ad- 
vantages: 

1. It permits the inclusion of all 
exempt salaried employees on an 
equitable basis, thereby inviting 
cooperation from all areas. 

2. It gives the greatest incentive to 
a comparatively small group having 
the greatest potential influence on 
cost control. 

3. It places the large group of op- 
erating supervisors all on the same 
basis of participation. 

Who goes into what class is de- 
termined by a study of job content 
as described in position descrip- 
tions, and has nothing to do with 
how well an individual is perform- 
ing their work. Recognition of per- 
sonal ability is through the merit 
rating plan; extra pay for merit on 
top of base salary does not enter 
into computation of incentive pay. 

The maximum bonus distribution 
is naturally limited to the total po- 
tential bonus of all participants. The 
incentive bonus is based on actual 
performance against standards cov- 
ering both direct and indirect fac- 
tory cost. Standards are estab- 
lished at the beginning of each 
year. Direct cost standards are not 
altered during the course of the 
year. But indirect cost standards, 
because they are based on totals 
of departmental variable expense 
budgets, are adjusted each month 
for volume and product mix. 

(Continued on page 52) 
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NATIONWIDE 
PROCESSING 





for 
amazing 
new 
Ozalid 


Microfilm Duplicates 


Now—Ozalid microfilm duplicating centers across the nation are 
“open for business’. . . bringing all the benefits of Ozalid’s amaz- 
ing duplicating process right to your area. 


e With Ozalid duplicates, you get a negative directly 
from your negative. They’re “white-on-black,” easy 
to read in the viewing screen. They’re “black-on- 
white,” crisp and clear in photo enlargements. 

e With Ozalid duplicates you get images that are far 
clearer, sharper than conventional film duplicates. 

e With Ozalid duplicates, you get protection against 
costly scratches. Images are buried right in the film 
base . . . no emulsion is present to scar or scratch. 
Fingerprints wipe clean with a damp cloth. 

FOR A FREE SAMPLE OF Ozalid Microfilm Duplicate, write: Ozalid, 
Microfilm Dept. J-10, Johnson City, N. Y 


OZALID*" 


microfilm duplicates 


A Division of General Aniline & Film Corporation 
in Canada—Hughes Owens Co., Ltd., Montreal 


(Circle 641 for more information) 





The plan is an annual plan with 


_ bonus calculations made on a cumu- 


lative basis from the beginning of 
the calendar year to date. Bonus 
prepayments are made quarterly. 
Poor performance in any month 
must be offset by equivalent plus 
performances in other months be- 
fore a bonus is earned. 
Participants derive benefits for a 
period of at least six months from 
continuing cost reductions which 
they effect. In other words, in order 
to avoid the holding back of cost 


| saving ideas until the following 


year, the participants are guaran- 


| teed that the old standard costs will 
_ be used in computing their bonus 





for at least six months, even though 
the effective date is within six 
months of the end of the year (when 
standard costs may be changed). 


Computing earned bonus 

Figure 1 (on page 53) illustrates 
how the bonus is computed on a 
cumulative year to date basis, and 
how prepayments are made quar- 
terly. The figures are hypothetical, 
and for illustrative purposes only. 

Starting with the month of Jan- 
uary, assume that the total factory 
cost standard was $500,000 (Line 
A). But actual factory costs for the 
month were $495,000 (Line B). The 


| difference, Line A less Line B, or 





$5,000, is the cost saving for the 
month (Line C). Fifty per cent of 
the saving, or $2,500, is the partici- 
pants’ bonus share (Line D). 

This bonus share is placed in a 
pool called cumulative earned bo- 
nus (Line E). Now the individual 
potential bonuses of all participants 
are added to get the total potential 
bonus. We'll assume this to be $10,- 
000 for the month (Line F). The 
total earned bonus of $2,500 (Line 


_E) divided by the total potential 





bonus of $10,000 (Line F) equals 





ABOUT 
THE 
AUTHOR 





As Budget Director, R. H. Davis 
serves on the committee that ad- 
ministers the middle management 
incentive program described here. 
The material in this article has been 
the subject of a presentation before 
the Industrial Management Society. 





MANAGEMENT METHODS 





TTTTTT] PREREBEEEPEBGRPEREEEEEHT [tle 





Figt 


ozzi* * 


MON 














1 
1S 
rh 
ix 
n 












































Figure 1 
AMERICAN SEATING COMPANY 
Hypothetical example of how bonus computations are made 
on a cumulative year to date basis 
1ST. QTR. 2ND QTR. 3RD QTR. 4TH. QTR. 
| Line Item Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 
1A Factory Standard 
Costs $500,000 $510,000 $600,000 |$510,000 $550,000 $650,000 | $390,000 $640,000 .$780,000 | $630,000 $500,000 $520,000 
B Actual Factory 
: Costs 495,000 500,000 595,000} 505,000 565,000 655,000| 380,000 620,000 755,000} 610,000 490,000 515,000 
| C Cost Savings (A-B) 5,000 10,000 5,000} 5,000 (15,000) —(5,000)| 10,000 20,000 = 25,000 20,000 + 10,000 5,000 
+ D 50% Bonus Share 
(C x 50%) 2,500 5,000 2,500 2,500 (7,500) (2,500) 5,000 10,000 12,500} 10,000 5,000 2,500 
' E Cumulative Earned 
Bonus 2,500 7,500 10,000} 12,500 5,000 2,500; 7,500 17,500 30,000, 40,000 45,000 47,500 
F Cumulative | 
Potential Bonus 10,000 20,000 30,000 | 40,300 50,600 60,900; 71,200 81,500 91,800; 102,100 112,400 122,700 
G “Payoff’’—Earned | 
Bonus % 25% 37.5% 33.3% | 31% 9.9% 4.1% | 10.5% 21.5% 32.7% | 39.2% 40.0% 387% 
H Quarterly 
Prepayments 10,000 20,000 17,500 
{1 Balance Due 
Participants 2,500 7,500 2,500 (5,000) (7,500) (2,500) 7,500 10,000 15,000 
J. This month’s 
earned bonus % 25% 50% 25% 24.3% (72.8%)  (24.3%)| 48.5% 97.1% 121.4% 97.1% 48.5% 24.3% 
Monthly Analysis of Savings (or Loss) by Major Items of Cost 
K Direct Labor (1,000) (1,500) (2,500) (500) (1,500) (1,000) 1,000 1,500 1,500 2,000 1,000 1,500 
L Direct Material 1,000 2,000 (1,000) 2,000 (2,000) 1,000 3,500 4,500 6,000 3,000 1,000 1,000 
M_ Burden 7,000 10,500 8,000 3,000 (12,000) (6,000) 4,000 12,000 17,000, 14,000 7,500 1,500 
N Scrapped Parts (2,000) (1,000) 500 500 500 1,000 1,500 2,000 500 1,000 500 1,000 
O Total Savings 
(or Loss) 5,000 10,000 5,000 5,000 (15,000) (5,000) 10,000 20,000 25,000 20,000 10,000 5,000 
Figure 2 Figure 3 
AMERICAN SEATING COMPANY 
MONTHLY EXPENSE BUDGET AND PERFORMANCE REPORT Beige Boe 10,000 DL. Sh Hm Pg abi Coneequntaney 10/1956 
<= — er —_ a Se t Incentive Plan Administra- 
DESCRIPTION ALLOWANCE tion mmittee 
Subject: Statement of bonus under Ma nt 
Incentive Plan (first 9 months, 1956) 
Your bonus for the first nine months is $313.92. This 
amount, less the quarterly prepayments you received on 
April 30 and July 27, will be included in your paycheck 
of October 31. 
The amount of your bonus payment was determined as 
follows: 
Your monthly potential bonuses were: 
January $ 100 June .. 
February 100 July 110 
March 100 August 110 
April 110 September 110 
May 110 
Your total potential bonus for the first 
9 months 
First 9 months cumulative earned bonus % 32.7% 
Total earned bonus—first 9 months $313.92 
Deduct prepayments for Ist & 2nd quarters 100.00 
Ronit of Stuadard 9B5% 100.0% 15% Soz Balance of earned bonus to be paid Oct. 31 $213.92 
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MANUFACTURER 


Parts Records 
olaMa elem Gelder) 


HOSPITAL SAVINGS 


Aembership Records 





Canton 2, Ohio 


Here's PROOF! 


Diebold SUPER ELEVATOR FILES 





cut record handling costs 


PUBLIC UTILITY CLERK OF COURTS 


Credit History Records Automobile Title 


Records 









INSURANCE 


COMPANY BANK 


ASSOC 


alae hale a aabilalel [@t-tatiael mm iaticlaaitetitela) 


i Cidelaets File 


Diebold 


User experiences prove that practical 
automation . . . the handling of large- 
volume records by motorized Super Ele- 
vator Files ... cuts time and space costs 
up to 50% ... saves thousands of dollars 
annually! Touching a button triggers an 
electrical brain that whirls any one of 
10,000 to 300,000 records into perfect 
position for referring or posting. Ask for 
case histories describing improved rec- 
ord keeping . . . histories that report 
initial investment write-off in 5 to 
18 months. 


Call your local Diebold representative, 
or mail the coupon today. 


Diebold, Inc. 

















' 
' 
: : N-310-DI1 § 908 Mulberry Rd., S. E. ; 
$646 ! Canton 2, Ohio ' 
QUESTION protected by Please send case histories that will help us with : 
: our records. 
1 
| e ® ! Firm é 
{ ! ’ 
| Individual Title : 
‘*£* ¢.8 8 3°64 8 at € ; Street 
908 Mulberry Rd., S. E. ' 
1 City Zone —— State : 
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25%, the earned bonus per cent 
(Line G). 

This earned bonus per cent is cal- 
culated monthly and announced to 
the participants. They can then 
compute their own earned bonuses 
for the month by multiplying their 
individual potential bonuses by the 
earned bonus per cent. Thus: 

If foreman Jones has a base 
salary of $400 per month, and 

is in the 25% class, his indi- 

vidual potential bonus is $100. 

Since the earned bonus per 

cent was 25%, his individual 

bonus dollars amount to $25 
for the month. 

Lines H and I demonstrate how 
the quarterly prepayments are 
made. Line J shows the earned bo- 
nus per cent for each month’s per- 
formance. 

Inasmuch as actual bonus pay- 
ments are made quarterly, the 
$2,500 earned bonus for January is 
not paid out immediately, but is 
announced as the balance due par- 
ticipants (Line I). 

No changes in base salaries or in 
the number of participants was 
made during February or March, 
and so the potential bonus re- 
mained $10,000 per month, or $30,- 
000 cumulative for the first quarter. 
In February $5,000 was earned. 
This represented 50% earned bonus 
for the month and a cumulative 
earned bonus for the two months 
amounting to $7,500 or 37.5%. The 
balance due participants was then 
$7,500. In March $2,500 was earned, 
and so the cumulative earned bonus 
for the quarter was $10,000 or 33.3% 
of the cumulative potential bonus 
of $30,000. 

The $10,000 is paid to the par- 
ticipants—with each participant’s 
bonus amounting to 33.3% of his 
own individual cumulative poten- 
tial bonus for the 3-month period. 

In the second quarter the par- 
ticipants earned $2,500 in April, but 
lost $7,500 in May and $2,500 in 
June. Therefore, actual costs during 
the second quarter exceeded stand- 
ard costs by $7,500, and the cumu- 
lative earned bonus for the six 
months was reduced to $2,500. 

Since $10,000 was prepaid at the 
end of the first quarter, the group 
was overpaid for the six months by 
$7,500. This is shown in Line I. This 
overpayment must be offset by 
equivalent earned bonus in later 
months before any additional pay- 
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Because Facit gets results — quickly 
and easily. Solve any problem single- 
handed, with the ten fastest keys to 
calculating ease. The fully automatic 
Facit — multiplies, divides, adds, 
subtracts — and does it all with the 
five fingers of one nimble hand. 


FACIT INC. 


404 Fourth Ave., New York 16, or 236 Montgomery St., San Francisco 


The world’s largest producer of caiculators. 


See and learn how to calculate in 10 minutes on the new 
CA1-13 and CS1-13 at the National Business Show ~ Booth 213-W 


RUSTPROOF DUSTPROOSF 7m @ 2) Gad 4 ORO: 
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ments will be made. This is demon- 
strated in the example where $27,- 
500 was earned during the third 
quarter ($5,000 in July, $10,000 in 
August, and $12,500 in September), 
bringing the total cumulative 
earned bonus to $30,000 for the 
nine months period. 

This, less the $10,000 prepaid at 
the end of the first quarter, leaves 
$20,000 earned bonus, which is then 
distributed. The balance due the 
participants is again zero. An addi- 
tional $17,500 was earned during 
the fourth quarter and was paid at 
the end of the year. Thus, the par- 
ticipants earned and were paid 
$47,500 for the year. On January 1, 
we start all over with a zero bal- 
ance, and with revised standards if 
changed conditions make revisions 
necessary. 

By making quarterly prepay- 
ments, the company obviously runs 
the risk of overpaying the partici- 
pants for the year. If this happens, 
the participants are not asked to re- 
turn their overpayments. The com- 
Photo Courtesy Wright Aeronautical Division, Curtiss-Wright Corp. | pany stands the loss. We consider 
| the benefit of frequent payments, 


Here’s how the industrial photographer which help to keep the incentive 


alive during the year, worth the risk 


saves time and money for Curtiss-Wright Corp. —° °verPayment. 


Keeping participants informed 














Photography is a valuable produc- _jection slides—and saves approxi- | A monthly performance report to 
tion tool in many firms today— mately $50,000 a year doing it. the participants shows, in addition 
perhaps it can help speed produc- They use Du Pont Photolith litho- to the cumulative bonus computa- 


. . ; ¢ . ion for the yee ate, mar 
tion and cut costs in yours. Here’s graphic film processed by a special tion for the year to date, a summary 


; : 2 analysis of the savings (or loss) by 
just one example of a business that paper developer. Accuracy in line | ee : : : A 
| major items of cost (Lines K 
































is using photography to advantage. drawings is 1/45,000 of an inch! | through O). These figures are 

Jet engines are photographed at Sull other Du Pont photographic | further broken down in complete 
Curtiss-Wright Corp. with fine-grain products are used by this firm— | detail by department and product. | 
high-speed Du Pont “Superior” including high-speed Motion Pic- | Typical of the several reports is- | 
Press Film. Negatives are then ture Films for shooting plant train- | syed to inform the supervisor of his | 
printed giant size on Velour Black® ing films and Lino-Writ photo- | cgst variance is the Monthly Ex- E 
projection paper and used as pic- _ recording paper for vibration and} pense Budget and Performance Re- | 

torial “‘blueprints,” as shown above. _ stress testing of finished engines. | port shown in Figure 2 (on page 

Result: work is speeded and errors Take advantage of industrial pho- | 53). This report compares the actual 

are all but eliminated on a pro- tography and the many Du Pont | burden expenditures of the past 

duction line where hand assembly _ photographic products that serve | month with the standard burden 

is required. every phase of business. Just clip allowances, and shows variances for 

Curtiss-Wright makes itsown pro- and mail the coupon below. the month and total variance. 

It is significant that the budget 

ein sane ss in wen een ti ee eos —_——— — — allowances vary in proportion to 

DU PONT E. 1. du Pont de Nemours & Co. (Inc.} 1710 | | the hours worked during the pe- 

Photo Products Department | | riod, and thus the budget remains 

PHOTOGRAPHIC Wheingtes Fa, amwore | | a fair standard at all productive 

Please send me information about |_| levels. This can be seen by noting 

PRODUCTS le oh a eae | | that the actual activity in the ex- 

| a RM ie | i is more than double the 

Gy POND iT Ca 1ours expected during an average 
an eae ae : | month of the year, yet the over-all J 

_ PETTER THINGS FOR BETTER tn fe = tea i | control of expenditures is not lost. 

white SR vet i 0 AR OLD TLE, ELEN TN: Detailed reports on scrap, direct 
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There goes another consignment of red ink 





The salesman spent a week in Bermuda on his 
commission. The front office rejoiced. But the 
company lost money. 


What was wrong? Factory overhead. 


This company has a plant-wide burden rate. 
All costs are based on it. In some departments, 
actual overhead is less than the standard rate. 
Profits are high. In others — notably those 
which turned out these babies — actual over- 
head exceeds the standard rate. Prices don’t 
cover it. Profits are seldom if ever. 


How different with the Keysort Plant Control 
































Plan! With PCP, the plant manager can pin- 
point burden charges by department ... and 
prices can be set to allow for profit in each 
operation. Because plant operating figures are 
reported on time, unrealistic overhead rates 
can be quickly spotted. 


The Keysort Plant Control Plan can give you 
fast, accurate reports on every phase of fac- 
tory operation. Whatever your size or set-up. 
At remarkably low cost. The nearby McBee 
man has a presentation which will show you 
how it’s done. It takes just one hour from 
start to finish. Phone him, or write us. 


ee @ s ee ee & 
ee °, Pn otto 089% ° * eee e 
ecco e COCs A 2 ee ° 
seco $ Sooo’ S00 & % & & 


Punched-card zccounting for any business 


Manufactured exclusively by The McBee Company, Athens, Ohio ¢ Division of Royal McBee Corporation 
Offices in principal cities * In Canada: The McBee Company, Ltd., 179 Bartley Drive, Toronto 16, Ontario 
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labor and direct material variances 
are also published. These timely 
reports enable the participants to 
analyze the variances and take cor- 
rective action. They know each 
month just how they are doing un- 
der the plan. 

Quarterly statements are issued 
to each participant showing the 
amount of his bonus payment and 
how it was computed. Figure 3 
on page 53 shows such a report 
to Joe Jones, foreman, at the end 
of the third quarter. 


Appraisal of results 


We will never know what our 
costs would have been if we had 


not installed this management in- 
centive plan. Therefore, a dollar 
and cents appraisal is difficult. We 
know, however, that morale is im- 
proved, and that more effort is be- 
ing exerted on cost savings. The 
incentive opportunity unquestion- 
ably has caused the management 
group to do a better job of plan- 
ning, controlling costs, and working 
together, not just because they have 
to, but because they want to. This 
is the most significant accomplish- 
ment of the plan—better attitudes, 
more loyalty, and willingness to 
work together as a team to attain 
over-all effectiveness. Other results 
include reduction in waste of time 








Punched-card systems also prepare 
Weber stencils to address shipments 


Users of punched card or tape automatic 
accounting machines, including IBM’s 
new Cardatype, can now prepare their 
shipment addressing master with their 
invoice forms or other documents at a 
substantial savings in time and money. 


The Weber stencil, used with a small 
handprinter to address multiple ship- 
ments (photo 3), can be prepared in 
continuous form independently of other 


WEBER MARKING SYSTEMS 


documents (photo 1), or tabbed over 
ship-to area of forms and prepared si- 
multaneously (photo 2). Once prepared 
with customer’s address, stencil is ready 
to be used to address directly on cartons, 
or on labels or tags. 


Shipment addressing is speeded up. Ship- 
ping errors reduced. Clerical time is 
saved. Clip coupon for full details. 


ee fo st fe a ee ne a 


Dept. 9-J s ; : ‘ i 
6-6 . Mail for details on Weber Shipment Addressing Systems 

a thee Addressing : for automatic accounting systems. Weber Marking Sys- | 
Mount Penmeest "Wl tems, Mount Prospect, III. H 
Phone: Clearbrook 3-2405 ! ! 
IRIN eta s ara 44.5 Wield 6 Saco RD Ould’ s SOKO DECREE OED | 
| 
| MN ar” Uo a 45 6 kn a aa ais ea we The ha aa e ES Oe | 

| 
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OBJECTIVES OF THE 
MIDDLE MANAGEMENT INCENTIVE PLAN 


1. To tie members of middie manage- 
ment into a closer relationship with the 
successful operation of the company. 


2. To develop them as co-managers of 
the enterprise. 


3 To promote the realization of planned 
profits through the medium of better 
planning and more stringent cost control. 


4. To reward them by sharing with them 
the savings, or cost reductions, they 
effect. 





and materials, better care of equip- 
ment, and, of course, a more equit- 
able wage relationship with hourly 
rated employees on incentive. 


Cost savings shown 


The amount of cost savings (or 
loss), as a per cent of standard costs, 
by years since the plan was in- 
stalled in October 1950, is: 

Savings 
(1.70%) loss 


Year Time 
1950 3 months 


1951 year 0.24% gain 
1952 year 0.15% gain 
1953 year 0.93% gain 
1954 year 0.85% gain 
1955 year 1.18% gain 


1956 6 months 0.37 % gain 


In 1952 the savings were less than 
in 1951 partly as a result of an ex- 
pensive repair job made necessary 
because of a faulty die. Several 
thousand chairs were manufactured 
before it was discovered that the 
die had misformed a part in such a 
way that it did not meet fatigue 
tests. This is typical of the kind 
of expense that the plan attempts 
to minimize. You can be sure that 
the participants will see to it that 
errors of this kind will be few and 
far between. 

Although the attainment ex- 
pressed as a percentage of standard 
cost may seem small, the dollars in- 
volved are substantial, and afford a 
real opportunity for the participants 
to increase their earnings. In addi- 
tion, the attainment of objectives 
brings keen satisfaction to the indi- 
viduals, and the close cost control 
evidenced by the above figures en- 
ables the company to rely more on 
standard costs and work to closer 
tolerances. m/m 
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How much would you guess a Revo-File 
can save you the first 37 minutes in your office? 





1. When you change from slow-poke, money-wasting 
card files to Revo-File, no costly transposition is required. 
No new cards. No key-hole punched cards. Just pick 
up your present cards by handfuls, drop ’em into a 





2. No chance of losing cards! Revo-File 
has an exclusive, patented method of 
holding cards in drum without relying on 
holes punched in cards or other methods 
of attachment, which often cause wear, 
mutilation, and eventual “fall out” of 


cards from drum into base of file ‘No 


trapdoor needed in Revo-File.) 


which are used continuously for refer- 
ence and posting, mail coupon, today! 


VOOO/UC 


Another fine product of 


*% Mosler Safe “: 
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If you have 3,000 or more active cards \ 








$25.00 














$50.00 


a 


$100.00 





~<—NOTE IMPORTANT CLUE: 
CARDS ARE NOT ATTACHED 
IN ANY WAY! 














$200.00 

















Revo-File, and go to work! Revo-File is the only 
single-drum rotary card file of its type that lets you 
do this. It saves an average of $200 in change-over 
costs... often much more! (Is $200 what you guessed?) 





Rf 


3. No limits on work speed! Since cards 
are not attached, one or hundreds can be 
removed and re-filed instantly. Easy to 
place Revo-File in most comfortable work- 
ing position for any clerk. Cards come to 
her, not vice versa. All standard and most 
off-standard sizes accommodated. Manual 
and automatic electric selector models. 





For big-volume card-filing! The new 
Mosler Roto-File can accommodate 
more than 80,000 cards. Has all the 
exclusive features of Revo-File ... on 
a bigger scale. Electrically controlled 
drums rotate independently—several 
clerks can work at same time. 
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Revo-File, Roto-File Div. « The Mosler Safe Company, Dept. MM-48, 320 Fifth Ave., New York 1, @.Y. | 

Please send me complete information about (check items you wish): | 

Peal 0 Mosler Revo-File, world’s finest rotary card file. (1 Mosler Automatic Electric | 

——" Selector Revo-File. [1] New Mosler Roto-File for volume card-filing applications, j 

NAME POSITION : 

{| COMPANY i 

; ADDRESS. : 

my | CITY. ZONE, STATE a a 

L. carnteans ini dabGinuneseniuntten aeneiitis irenauaenienuibghtnndsdantantereniadaas sieaiaiell 
(Circle 599 for more information) 
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EDITOR’S NOTE: Unfortunately 
much of the social research in human 
behavior is being done by groups 
working independently of each other. 
Significant facts are often buried; in 
addition, many researchers are reluc- 
tant to have their findings “popular- 
ized” by untrained observers who may 
distort them. For these reasons, we 
arranged with Dr. Donald A. Laird, 
an industrial psychologist, to compile 
a series of authoritative yet under- 
standable articles based on human re- 
search studies. This is the last article 
in the series. Dr. Laird is formerly 
head of the Psychology Department of 
Colgate Psychological Laboratory, 
and director of the Ayer Foundation 
for Consumer Analysis. 


mum The steady gains 
American business has made in pro- 
ductivity have been a_ notable 
achievement. Each year _ since 
around 1900, when the first ade- 
quate records were available, there 
has been an average increase of 
from 2 to 3% in output-per-worker- 
hour. 

Not all companies have experi- 
enced these increases. 

The records of 22 firms making 
heavy machinery were analyzed for 
a 10-year period by the U.S. Bureau 
of Labor Statistics. Half of these 
firms slipped in productivity dur- 
ing that period—one by as much as 
20%. The other half gained in pro- 
ductivity—one by a whopping 70 
per cent. 

The nationwide average increase 
is credited partly to improved pro- 
duction equipment, and to more 
electrical horsepower. The produc- 
tivity gains have been most spec- 
tacular in industries which have 
developed automatic equipment: 
cigaret and cigar making, for ex- 
ample. There have been neglible 
gains, however, in the machine 
shop industries where methods 


have not been radically changed. 
(8, Chapters 1,2) 


Output often held down 


How much of the gain in produc- 
tivity has been due to greater will 
to work by the workers? The rec- 
ords show that by and large the 
workers themselves have not upped 
their output. 

At the present time approxi- 
mately half of blue-collar workers 
hold their output down to what they 
consider a “reasonable” amount. 

The figures for white-collar work- 
ers are not as complete. They do 
indicate, however, that perhaps one 
in four white-collar workers is 
guilty of putting a ceiling on his or 
her output. 

It is not possible to do more than 
guess whether this “stretching out” 
of jobs is better or worse than it 
used to be. The problem for the 
here and now is to make gains in 
productivity by developing a little 
more eagerness to produce among 
the rank and file. (3) 

A company may undertake any 
of a number of financial incentive 
plans as a means of perking up em- 
ployees’ eagerness to produce. Some- 
times these plans do_ produce 
results. But often they don’t, and 
when they don’t, the company often 
finds it has a white elephant on its 
hands—an ineffective program that 
it dares not discontinue because of 
the risk that output may then ac- 
tually decline. 


Same incentive—varied result 
The real puzzler is when an in- 
centive produces results in one de- 
partment but not in another parallel 
department of the same firm. In the 
offices of one of the world’s largest 
corporations, for instance, several 
dozen sections did identical opera- 
tions, and presumably the incen- 
tives were the same. But the most 
productive sections turned out 


Hidden factors in 


worker productivity 


around 10% more than the least pro- 
ductive ones. 

A solution to this puzzle is 
emerging from the researches of in- 
dustrial psychologists and sociolo- 
gists. These are showing that the 
motivation to produce does not de- 
pend as much upon any single in- 
centive as it does upon the total 
situation in which the crew is work- 
ing. This means that the modern 
manager has to do more than instal] 
an incentive plan; he has also to 
keep tabs on various factors in the 
total work situation that will enable 
the incentive plan to motivate the 
employee to greater pride in pro- 
ductivity. 

These researches are uncovering 
many hidden factors—hidden jokers 
or wild deuces—for which manage- 
ment needs to be on the alert. On 
the opposite page are thumb-nail 
summaries of some of these hidden 
factors which have been confirmed 
by adequate research. We'll start 
with the big problem: pride in pro- 
ductivity. 


Sources worth reading: 


(1) Back, K. W.: ‘‘Influence through social com- 
munication,’’ Journal of Abnormal & Social 
Psychology, 1951, Vol. 46, pp. 9-23. 

(2) Berkowitz, L. & Levy, B. I.: *' ‘Pride in group 
performance’ and group task motivation,’’ Ameri- 
can Psychologist, 1956, Vol. 11, p. 395. 

(3) Collins, O., et al.: ‘Restriction of output and 
social cleavage in industry,’" Applied Anthro- 
pology, 1946, Vol. 5, pp. 1-14. 

(4) Katz, D., et al.: ‘‘Productivity, Supervision 
and Morale in an Office Situation."’ Ann Arbor: 
University of Michigan Press. 1950. 

(5) Katz, D., et al.: ‘Productivity, Supervision 
and Morale Among Railroad Workers.’’ Ann 
Arbor: University of Michigan Press. 1951. 

(6) Katz, D. & Kahn, R. L.: ‘Some recent find- 
ings in human relations research.'’ Ann Arbor: 
Institute for Social Research, Publ. JJ-11, 1952. 
(7) Laird, D. A. & E. C.: “‘New Psychology for 
Leadership.’’ N. Y.: McGraw-Hill Book Co. 1956. 
(8) Laird, D. A. & E. C.: “*Practical Business Psy 
chology, Revised Ed."’ McGraw-Hill Book Co. 1956. 
(9) Morse, N. C.: ‘‘Satisfactions in the White- 
Collar Job."" Ann Arbor: University of Michigan 
Press. 1953. 

(10) Riesman, D.: “The Lonely Crowd.’ New 
Haven: Yale University Press. 1950. 

(11) Walker, C. R. & Guest, R. H.: ‘The Man 
on the Assembly Line.’’ Cambridge: Harvard 
University Press. 1952. 
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1. Pride in group productivity 


LOW . 
MEDIUM } 


\ 


HIGH ae 





Workers’ pride in the productivity of their work 
groups gives an over-all index of motivation to pro- 
duce. The chartoon shows a situation that existed 
among employees of a railroad and office workers in 
a large financial institution. Pay, fringes, and other 
conventional incentives were the same in all railroad 
gangs and office sections. Yet pride in productivity 
differed from group to group. (4, 5, 9) 

These records are for semi-skilled workers. Other 
reports have shown that a larger share of skilled 
workers have group output pride. But even here, 
low pride is not uncommon. 

Management should give top priority to building 
pride in group productivity. The other chartoons on 
this page reveal hidden factors that must be reck- 
oned with in reaching this objective. 





2. Workers taught new job details 


TRAINED IN 
NEW DUTIES 


UNTRAINED FOR 
NEW DUTIES 





In a case study, railroad laborers who were taught 
new job details tended to be high producers even 
though they realized they had little chance for pro- 
motion. The extra eagerness to produce came partly 
from the added variety of new details. It may also 
have resulted from the personal attention received 
from the boss. Numerous researches emphasize the 
value of such personal attention and of job variety 
—two hidden factors that increase both a worker’s 
pride in output and his actual output. (11) 

Low producers were more likely to feel accom- 
plishment when a given task was completed, while 
high producers tended to get less “kick” out of a 
completed job. This suggests value in focusing 
worker attention on job goals that lie ahead, rather 
than on jobs successfully completed. 





3. When workers made minor decisions 





29% 





In certain offices, girls often needed extra help to 
get a job out on time. In some of the offices, the girls 
themselves selected their own partners; in others 
the manager made the selections. 

This relatively minor decision-making opportunity 
produced considerable difference in the total work 
situation, and was significantly tied in with higher 
pride in output. (4, 9) Clerks in the high output 
offices were more willing to help each other, prob- 
ably because the arrangement permitted them to be 
chosen, rather than just assigned. 

Three-quarters of the clerks wanted to make more 
of such minor decisions related to their work. It has 
been found in practically all levels of work that 
taking part in planning some of the work detail 
increases motivation for pride in output. 
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4. When good performance was emphasized 


EMPHASIS 


ON PRESTIGE 


ON PERSONAL 
ATTRACTION 


ON DOING A 
GOOD JOB 





Goals mentioned at the start of a job often steer 
work motivation, as shown by a research at MIT. 

Three groups were assigned the same work, re- 
quiring close teamwork. One group had the group 
prestige factor emphasized before the work was be- 
gun. Another group was told that what counted was 
doing a good job. Workers in the third group were 
told they were assigned to a congenial team. 

There was considerable difference in output. The 
group where a good job had been emphasized pro- 
duced a third more than the prestige-motivated 
group, with the personal attraction-motivated group 
inbetween. 

The test shows that orientation given workers at 
the beginning of a job is an important part of the 
total work situation. 




















POSITION WANTED AS 
PUBLIC 
RELATIONS 
DIRECTOR 


Editor of national business 
magazine desires position as 
Public Relations Director for 
expanding company in New 
York City. Diversified edito- 
rial, public relations, and 


business background. 


FOR FURTHER INFORMATION WRITE TO 
Letter Box 3A 
729 Third Avenue 
NEW YORK 17, NEW YORK 











You don't have to be an 
artist to use a 


VARIGRAPH 


LETTERING INSTRUMENT 






LETTERS EXACT SIZE TO 
FIT YOUR JOB 


AHA me ee 


Ww Scrip Casya] 


After only a few minutes of practice, anyone can 
do crisp, professional hand lettering with a Vari- 
graph. All you do is move a stylus along the 
letters in a grooved templet. Work is always 
clearly visible. More than 600 variations in size 
and shape of letters may be produced from one 
templet—126 templets and lettering styles. Letter 
with either pen or pencil. Letter directly on paper 
offset plates. Varigraph is built to watchmakers’ 
precision, and guaranteed to deliver a long life 
of service. It will pay for itself many times over 
in a short time. 


Write Dept. M1 today for a FREE Trial 


VARIGRAPH CO., INC., Madison 1, Wis. 


(Circle 653 for more information) 








Thought Starters deal with “practical solutions to administrative problems.” 
The Editor invites contributions—which are paid for at our normal space rates. 
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Four-week management conference 
begins October 22 in Pittsburgh 


Methods Engineering Council's 
four-week (Oct. 22-Nov. 16) inte- 
grated training program in over-all 
management concepts and controls 
will be held at the specially con- 
structed MEC conference head- 
quarters in Pittsburgh. 

Purpose is to provide middle 
management, second-line adminis- 
trators and junior executives with 
knowledge of management func- 
tions other than their own specialty. 

In addition to such topics as 
“How to organize and adminis- 
trate,” the program emphasizes the 
study of new management tech- 
niques: linear programming, use of 
breakeven charts, and others. 

For details, circle number 695 on 
the Reader Service Card. 
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Pressure sensitive labels 
reduce premium collection costs 





A New York insurance company 
has developed the use of pressure- 
sensitive labels to reduce the cost 
of handling premium collections by 
as much as $1 a year per policy 


holder. 





The Postal Life Insurance Com- 
pany employs the system in which 
policyholders send monthly pay- 
ments to the company. Previously, 
it was necessary for the company 
to mail a premium notice to each 
of its 6000 policyholders every 
month, and then wait for them to be 
returned. 

Under their new plan, Postal 
Life simply provides the customer 
with an annual coupon book at the 
time a policy is purchased. Each of 
the book’s 12 premium payment 
coupons contains the premium 
amount, loan interest, dividends 
and other pertinent data. 

A sheet of 12 pressure-sensitive 
labels, imprinted with the com- 
pany’s return address, is incorpo- 
rated in the coupon book. All the 
policyholder has to do is to remove 
the monthly coupon, apply a label 
to a plain envelope, and enclose the 
check or money order. 

The system is reducing Postal 
Life’s billing from 72,000 to 6000 
units per year, and the company 
estimates that annual savings in 
tabulating time, clerical handling, 
material costs, and postage is ap- 
proximately $1 per policyholder. 

For more information, circle num- 
ber 688 on the Reader Service Card. 
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Automatic typewriter 
reduces proof-reading 





A Washington title insurance 
company uses the automatic type- 
writer in the preparation of its in- 
surance policies, where no two are 
alike. The machine reduces the 
amount of proof-reading required. 

Twenty-eight of the most com- 
monly used clauses have been 
punched into the machine’s tape, 
using all but two of the selector 
buttons. These last two have pre- 
selected combinations. 

The policy-writer indicates the 
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Are Your Files Showing? 


Ever watch someone 
searching in a messy file 
drawer for a letter or 
folder? Ever do it your- 
self? Takes time. Frays 
Le tempers. Costs money. 

Why not have your files in a condition 
you'll be proud to show? Acco-binding is 
the answer. Put your letters, invoices, con- 
tracts, orders—all your papers—in Acco- 
bind Folders. They’ll be safely filed— 
where you want them—until you want 
them. And your files will be neat, orderly, 
efficient. Accobind folders also save con- 
siderable space in filing cabinets. Your 
stationer will be glad to show you the fea- 
tures of Accobind Folders, (all sizes and 5 
colors), and other Acco products. Ask him. 


ACCO PRODUCTS, Ine. 
Ogdensburg, N. Y. 
In Canada: Acco Canadian Co., Ltd., Toronto 














(Cirele 554 for more information) 
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All Tabulating Folk 


WEAR YE! 
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a “Solid Plastic Tabulating Card: 
Plas-to-card |< o_e 

- SS 
SELF- ® 4 
GUIDE , 
Self-Guides go “thru Tabulating Machine—-No 


guides to remove! No guides to replace! Make 


your tab cards as fast as the fastest card file, 


* 
Effective Tools for 
Effective Management 


WASSELL ORGANIZATION, INC. 


VYCOLUL 


Please send free booklet on SELF-GUIDE 
Company 


Address . 





(Circle 651 for more information) 
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numbers of the clauses he wishes 
to include, with any inserts jotted 
down in systematic order. When it 


_ reaches the typist, she inserts the 


form, and the machine automati- 
cally types the clauses she selects. 
If an insert is required, the machine 
will automatically stop to allow the 
typist to put the figures in by hand, 
and then continue with the rest of 
the clause. 

To obtain uniformity, all type- 
writers in this division are of the 
same make, are adjusted to give 


| uniform stroke, and the ribbons are 
| even changed simultaneously on a 
_ regular schedule. 


The policies are proofread after 
being completely typed, and this is 
the step at which greatest savings 


_ are made. The clauses which have 


| chine do not have to be checked. | 


been handled by the automatic ma- 


| These key clauses must be read 


only for the inserted data. 

Using the old procedure, three 
girls prepared a total of 500 policies 
a month, and were rather pushed to 


| keep up with the work. Even 


though the workload is increasing, 
the same three typists are keeping 
ahead of the job, with plenty of 
time left. 
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| Product endurance test 





sparks worker interest 


One company reports stimulation 
of worker interest in its products 
through a company-wide lottery 
based on a routine endurance test. 

Hydro-Aire, Inc. of Burbank, 
Calif. was developing a new fuel 
booster and transfer pump for jet 
fighters. To be considered success- 
ful, the pump would have to be run 
in the plant under actual operating 
conditions for 1,200 consecutive 
hours. After the test was started, 
each of the 1,000 employees was 
issued three numbers representing 
20-minute segments, from 525 hours 
to 1,300 hours. When the pump fi- 
nally stopped, the holder of the win- 
ning number received a $500 sav- 
ings bond. 

When the numbers were distrib- 
uted, bulletins were also passed out 
explaining the test and its signifi- 
cance to all employees. Posters were 
placed throughout the plant and 











e PRODUCTION CONTROL 
e ACCOUNTING 

e SALES ORDERS 

¢ QUALITY CONTROL 

¢ TRANSPORTATION 

e MAINTENANCE 

e MATERIAL CONTROL 

e CENTRAL FILES 


ACCOUNTING demands quick, 
positive facilities for written com- 
munication. The TelAutograph 
Telescriber System of ELEC- 
TRONIC LONGHAND makes it 
quick and easy for the Sales De- 
partment to get credit information 
or approval, cost estimates, ship- 
ping schedules and delivery dates 
; instantly and in writing. 
Management gets quick, written re- 
ports on production costs, sales to- 
tals, inventory values and budgeted 
expenditures. “Saying it in writ- 
ing’ by ELECTRONIC LONG- 
HAND avoids verbal misunder- 
standings . . . reduces paper 
work. Send for full details, mailed 
to you. 


wACIIN Ts graph * 








1128 Crenshaw Bivd. 
Los Angeles 19, Calif. * Dept. A56-B 
Please send brochure on use of 
TelAutograph in my business. 














Name Position 
Company 

Street City 
County State 


Type of Business. 
*Trademark Reg. U.S. Pat. Off. 








(Circle 627 for more information) 
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DETROIT CALLING... 
THEY NEED 
300 MORE UNITS 


FINE, WE’LL PUT 
ANOTHER 
CREW ON TODAY 


New Executone intercom saves steps, 
increases output, cuts costs! 


Executone Intercom changes 
walking time to working time— 
gives you more working minutes 
per hour. Result? More work can 
be handled faster, more effi- 
ciently, by the same employees! 


Snarled, overloaded switch- 
boards are relieved; hard-to-locate 
employees are quickly found; in- 
stant, crystal-clear, voice-to-voice 
contact between departments ends 
wasteful walking. You get more 
work done faster—at lower cost! 


XOCUIOM 


And because the new Executone 
has “‘built-in-courtesy,” each call 
is announced by a soft chime and 
signal light. It never interrupts, 
can’t eavesdrop. Handset feature 
available for confidential use. 


Thousands of firms, large and 
small, found Executone works 
business miracles...quickly pays 
for itself many times over. Learn 
how Executone can save money 
and time for you. Mail the cou- 
pon now. There’s no obligation. 


INTERCOM AND 
SOUND SYSTEMS 


EXECUTONE, Inc., Dept. N-4, 415 Lexington Ave., New York 17, N. Y. 
It sounds interesting. Send me the following—at no cost or obligation: 











Information on: N 

C Switchboard Relief ee 

0 Inter-Office& Plant Firm 
Communication 

D LocatingPersonnel Address 

0 High Noise Level : 
Coverage City. 








In Canada—331 Bartlett Ave., Toronto 


(Circle 650 for more information) 
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twice a day latest total of the 
pump’s elapsed running time was 
announced over the PA system. 

Result: the test became a prime 
topic of employee interest and most 
workers became familiar with all 
phases of its operation. 
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Free device tests 
fire risk to records 





A device called a “risk detector” 
enables businessmen to determine 
how much fire protection a safe af- 
fords to vital records. The detector 
consists of a 12-item questionnaire 
that can be readily answered with 
“yes,” “no” or “don't know” in two 
to five minutes. 

After the questions are answered, 
a punched-out form is folded over 
the questionnaire; marked answers 
showing through are identified as 
either major or minor danger areas. 
For example, one question asks: 
“Will the door of your safe close 
if you put a pencil in any of the 
three jambs?” A “no” answer signals 
danger and the risk detector ex- 
plains why. 

For a free copy of the risk detector, 


circle number 691 on the Reader Serv- 
ice Card. 
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Insurance simplified 
for office equipment 


A new streamlined insurance pol- 
icy covers office furniture, fixtures, 
business machines and supplies in 
one simple policy with protection 
against many possible sources of 
damage. This new form of insur- 
ance makes it unnecessary to specify 
fire insurance, windstorm, van- 
dalism or the other coverages pre- 
viously applicable. It can replace as 
many as five policies. 

The policy also includes, at low 
cost, many items of protection not 
previously available, or economi- 
cally prohibitive. A policy in the 
amount of $10,000 costs approxi- 
mately $12.50 a year more than the 
cost of fire and extended coverage. 
For this $12.50, the policyholder 
obtains protection against burglary, 
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: The first book on scientific inventory control written 

i . J 

| for the practical operating man 
or” 
ine 
at- HERE IS THE FIRST and only book on You will find valuable guides on 
tol mathematical inventory control writ- how to establish the proper safety 
ire ten for the man who must do the job margins to avoid out-of-stock situa- 
ith himself. It is not a text book—nor is tions . . . how to evaluate the quality 
WO it a theoretical study. Instead, it of lead-time data . . . how to com- money—without risking a cent. Glance 

plunges directly into the heart of your pute order quantities when usage is at the table of contents below. If the 
a problem—HOW MUCH to make or variable how to handle the subject matter seems to fit your firm’s 
“ buy, and WHEN to make or buy it. quantity discount problem... . how problems, fill in the coupon below or 
ay Scientific Inventory Control shows to make a scientific inventory study. the order card bound into this issue 
= 2 how modern business mathematics | And you'll understand the practical of MANAGEMENT METHODS. 
” can give you the answers to these language because Scientific Inventory We will send you your copy of 
as. questions—but you don’t have to be Control was written by a practical Scientific Inventory Control promptly. 
x5 a mathematician to read and use this operating man—Evert Welch, Direc- Examine the volume for 5 days, test 
se handbook. 86 easy - to - understand tor of Procurement, Aeronautical Di- out a few of its formulas, satisfy your- 
he tables and figures “lead you by the vision of Minneapolis-Honeywell. self that you can use it profitably to 
als hand” through proved-in-use formulas . ‘. i reduce inventory levels. Then, if you 
1X that are now being used to control Don’t pay unless you're satisfied are completely satisfied, send us a 
inventory in dozens of well-managed You can prove to your own satisfac- check for $12.50. Otherwise, return 
firms. tion that this new book will save you the book without obligation. 
or, 
rv- e a ° ‘ 
Reconciles the You've heard the argument between production and purchasing men. 
flict b The purchasing department says: “Why can’t we buy in larger quantities why 
contlict between must the requisitions for the same item be placed repetitively?” 
production and The production department says: “Wiry can’t Purchasing understand that inventories 
_ cost money . that profits result from inventory turnover?” 
procurement Scientific Inventory Control will reconcile these two points of view in the only positive, 
practical way—with mathematical proof that can be readily understood and applied to 
standard material items as well as items subject to frequent change. 
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damage by thieves, falling objects, 
vandalism, collapse, leakage from 
fire protection sprinkler systems, as 
well as less probable, but poten- 
tially disastrous perils. 

Ten per cent of the policy amount 
applies to goods in transit, a further 
broadening of previous contracts. 
The Special Office Policy will also 
insure improvements made by the 
assured in rented locations, money 
or currency up to $250 and personal 
property of employees. 

Any office is eligible for the new 


Special Office Policy except one on 
the premises of an allied manufac- 
turing or merchandising operation. 
Branch sales locations, law, insur- 
ance, loan, real estate, advertising, 
or similar offices all come under the 
scope of the policy. The single loca- 
tion can be insured individually or, 
for the convenience of larger corpo- 
rations, one policy can insure many 
offices with one blanket amount of 
insurance. 

For more information, circle num- 
ber 690 on the Reader Service Card. 





... ANYONE can do 
NOW Loli ttle) hy Vameley Vabad 
— PLASTIC BINDING! 







with these HAND-OPERATED 








Model 24 
Punching Unit 


Precision-punches pages fast and easy 
with powerful SHEARING ACTION! 







Imagine 


binding costs. 


PLASTICO 


PUNCHING & BINDING UNITS 


being able to produce genuine PLASTICO-bound booklets, 
catalogs, etc. — right in your own office! Single copies. . . 
dozens... hundreds — these two handy machines will give 
your literature extra prestige and selling power by adding 
colorful PLASTICO Bindings. Rugged, compact, and easy to 
use, PLASTICO hand-operated units are ‘at home” in every 
office or business — pay for themselves in savings of time and 





Just insert cover and pages 
.. + pull lever . . it’s PLASTICO-BOUND! 












Exclusive 


ARCH DESIGN 
for 


added strength 
and beauty 






FREE Colorful 8-page booklet tells you how to get more out of your printed literature. 


Fill out and mail this coupon TODAY! 


am PLASTIC BINDING CORPORATION 











732 Sherman St., Chicago 5, Ill. 






Name 


Originators of Plastic Binding in America 





@ 15 West 24th St., New York 10, N. Y 


PLASTIC BINDING CORPORATION 
| Dept. MM 732 Sherman St., Chicago, 5 Illinois 


Please rush FREE BOOKLET giving me full information about 
the new PLASTICO Hand-Operated Punching and Binding 
Units for office use. 
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SEE OUR DISPLAY AT THE NATIONAL 


BUSINESS SHOW, NEW YORK COLISEUM 
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fINVENTORY thea © tart 


Order point calculator 
improves inventory control 





A new production and inventory 
control order point calculator is de- 
signed to improve managerial con- 
trol over the placement of purchas- 
ing and manufacturing orders. 

Using an accredited formula, the 
calculator tells “when to order.” 
Exact order points for any stock 


ORDER POINT 
CALCULATOR 


VAN D. MARK 





item are established without the 
unwieldy computations usually as- 
sociated with the formula. The cal- 
culator indicates the minimum 
stock level at which a replenishing 
order must be issued for each item. 


For more information, circle num- 
ber 689 on the Reader Service Card. 


Vs 


J FRCTORY \tngttc CB ataton 


Factory production can be 
set up in 29 minutes 





Starting from a bare floor, a com- 
plete manufacturing operation, in- 
cluding lighting, power facilities, 
and work positions, was completely 
set up in 29 minutes in a demon- 
stration recently held for the East- 
ern Seaboard Defense Mobilization 
Council. 

Because of the standard compo- 
nents, unitized building block type 
construction, factories can be set 
up, even in a tent, if necessary, by 
moving in a portable generator, 
complete power facilities and com- 
munications control. The equip- 
ment used has its own lighting 
units, work transfer elements, and 
conveyor transports. 


For more information, circle num- 
ber 687 on the Reader Service Card. 
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EXECUTIVE Coes OD ater 


New literature of 
interest to management 





FREE BOOKLET OUTLINES 
SERVICE AWARD PLANS 


Service awards for your employ- 
ees are builders of good-will within 
and outside your company. Ac- 
cording to the booklet, “How to get 
the most from an Employee Award 
Program,” benefits other than good- 
will accrue: management enjoys 
personal satisfaction, and com- 
pany-wide morale is boosted. The 
booklet outlines a service award 
plan, and details the benefits. 


For a free copy, circle number 
694 on the Reader Service Card. 


WoRK PLANNING GUIDE FOR 
BUILDING MAINTENANCE ANNOUNCED 


A new work planning guide pro- 
vides a methodical, orderly system 
for scheduling day-to-day work of 
the maintenance crew. It is suitable 
for use in buildings of all types and 
sizes, wherever there is a mainte- 
nance operation large enough to re- 
quire services of one or more men. 
It helps to utilize more efficiently 
existing manpower and equipment 
in housekeeping. The guide also 
contains tips on maintenance 
methods for various kinds of floors, 
and suggestions for proper care of 
equipment. 


For a free copy, circle number 
686 on the Reader Service Card. 


UNIVERSAL LIGHTING DESCRIBED 
IN NEW BOOKLET 


A new booklet describes the uni- 
versal applications of a system of 
wall-to-wall lighting. The brochure 
details the advantages and uses of 
this lighting system which features 
three-way functional treatment of 
sight, sound, and styling. 

Sections are devoted to the two 
versatile suspension systems—the 
vari-space method which is com- 
pletely flexible, and the uni-space 
system designed for standardized 
arrangement of ceiling fixtures. 

The booklet also provides instal- 
lation instructions, describes special 
design situations, and explains how 
the lighting system may be installed 
along with other service systems. 
For a free copy, circle number 
683 on the Reader Service Card. 
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You See What’s Happening 





BOARDMASTER VISUAL CONTROL 


Graphic Picture of your opera- 
tions--spotlighted in color. You see 
what is happening. Saves you time, 
prevents errors. Simple and Flex- 
ible. Easy to operate. Write on 
cards and snap in grooves. Ideal 
for Production, Sales, Scheduling, 
Etc. Made of metal. 


Full Price $4950 with cards 
24-Page BOOKLET NO. M-300 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 
55 West 42nd St. @ New York 36, N.Y. 


(Circle 639 for more information) 








LEARN TO APPLY 


ELECTRONIC COMPUTERS 


Electronic Computers are processing 
more and more accounting func- 
tions daily. New Systems and Pro- 
cedures are required. Are you pre- 
pared to gain from the opportuni- 
ties offered in this new field? 


BUSINESS ELECTRONICS 


can help you prepare with a Home 
Study Course designed to teach 
PROGRAMMING FOR BUSINESS 
COMPUTERS. BE's workshop meth- 
od gives you practical experience 
in programming business problems 
such as Payrolls, Accounts Receiv- 
able, Inventory, etc. 


Write today for free details. 


BUSINESS ELECTRONICS INC. 


Division of Education 


Box 3330 Rincon Annex 
San Francisco, Calif. 
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NOW! 
FREE! 


Our new cat- 
alog depicts the 
many files and accessories which 
we manufacture. Products which 
have become accepted as the 
finest .°. . combining | style, 
construction and performance 
with quality. 


RECORD FILES, 
SEND ME 
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BEAUTIFULLY 


RECORD FILES 


STEEL FILE CATALOG 


INC. 





() ILLUSTRATED 24-PAGE COMPLETE FILE CATALOG. 
C) SIMPLIFIED RECORD RETENTION SCHEDULE. 


PEE tictninn <ccionntinnsibilie evteand 
ADOSESS ............ strep cliehmgaieiioiinio 


ILLUSTRATED 


AND 

A SIMPLIFIED 
RECORD RETENTION 
SCHEDULE 


Which records can safely be discard- 
ed? Are they valueless records which 
use space that could be used for 
profit making production, or are they 
vital to the success of your business? 
This booklet is an invaluable guide 
to your record retention program. 


* WOOSTER, OHIO 
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A Solution for Your Specific 
Business Form Problem! 


Get an unbiased recommendation! Deal with a company 
that carries a complete line of business forms. Get expert advice 
from professional salesmen, with years of experience devising 
systems for many of America’s leading business houses. 


Yes... our salesmen are expert “‘system-planners.”’ They’Il 
help your operation by recommending the exact form neces- 
sary for trouble-free results. And because our line is complete, 
you get unbiased recommendations, excellent business form 
service for any need—when you need it! 


Write today for unmistakable proof that we can help solve 
your business form problem. The Baltimore Business Forms 
Co., 3142 Frederick Avenue, Baltimore 29, Md. 


The Baltimore Business Forms Company 


(The Baltimore Salesbook Co.) 
Saving time and reducing costs in business and industry 


HANDYSET ONE-TIME 





CONTINUOUS = 
FORMS COUNTER REGISTERS 
AND FORMS 
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Rockwell diversification 
(Continued from page 29) 


@ Will there be administrative 
problems due to an unbending at- 
titude on the part of the former 
owners or managers? 

@ Must we take over long-term 
commitments to employees which 
are not compatible with the agree- 
ments we have with our own em- 
ployees and officers? 

@ What will this mean in terms 
of human displacement? 

Our basic decision on whether or 
not to consider making a purchase 
is made usually before price and 
terms are discussed. Many compa- 
nies we won't buy at any price; 
some few, we would pay anything 
within reason to acquire. We won't 
go into situations merely because a 
property is available at a bargain 
price. 


A case in point 


It may be helpful, at this point, 
to trace the developments that led 
to one of our recent acquisitions. 

A year or so prior to the con- 
clusion of this particular trans- 
action, a businessman with a rather 
detailed knowledge of our company 
affairs proposed that we meet with 
the owners of a business in the 
state of Kansas because of our com- 
mon interesis. The suggestion ap- 
peared to be sound, and we imme- 
diately began to make an evalua- 
tion of the company in terms of our 
established criteria. 

First, the company was engaged 
in a field of interest to us. It was a 
large steel foundry with some of 
the most modern foundry and 
heavy machining facilities in the 
country. Although we weren't par- 
ticularly interested in the steel 





DIVERSIFICATION CHECK LIST 


Before beginning negotiations for 
an acquisition, Rockwell Manufactur- 
ing Company thoroughly studies all 
phases of the other firm’s operations. 
An extensive check list has been com- 
piled as a guide for this evaluation. It 
covers some 70 items in financial, 
sales, labor, research and other areas. 
Copies are available to readers of 
MANAGEMENT METHODs by addressing 
the editor, or by circling No. 693 on 
the Reader Reply Card in the back of 
this issue. 
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foundry business per se, we were in- 
terested on hebalf of our Nordstrom 
Valve Division, which is a large 
user of steel castings. Our Edward 
Valves subsidiary similarly is a 
large user of steel castings. All of 
our castings were being purchased 
from outside suppliers. We con- 
cluded that a steel foundry opera- 
tion of our own would be profitable, 
and would increase our efficiency. 

Second, the plant was located in 
a part of the United States that ap- 
pealed to us as a location for a new 
plant. In fact, we had for some time 
previous given though to establish- 
ing a plant in this general area to 
supply mid-continent customers. 

Third, the company had a young, 
aggressive management whose op- 
erating philosophies appeared, at 
least on the surface, to coincide 
with our own. 

Another question, about which | 
we then could only speculate, was | 
whether the present owners would 
sell. It appeared to us that the fac- 
tors that would cause them to sell— | 
of course, at the right price and to 
the right people—were present. For | 
one thing, this was a family-held 
company, and it’s been our observa- 
tion that the trend of merging 
family-held firms into larger and 
more diversified corporate struc- 
tures is one founded on sound busi- 
ness reasons. 

Our first meeting was just as 
much exploratory for the parties of 
the second part as it was for us. 
“After all,” as one of the principals 
later summed up, “we were buying 
you as much as you were buying 
us.” (This, in fact, was true, be- 
cause the principal consideration in 
the purchase of this particular com- 
pany was a substantial amount of 
Rockwell stock.) 

We agreed at this point to ex- 
change information. And we at 
Rockwell made the basic decision | 
that this was indeed an opportunity | 
that merited intensive investiga- 
tion and deliberate evaluation. 

During the next several months, 
various of our departments went | 
into action on specific phases of the | 
problem. Although we leaned | 
heavily on our controller and others 
in the financial and accounting end | 
of our company, we were just as 
interested to know if production 
operations of our two companies | 
could be integrated—and if so, at 
how much of a saving? Our market | 
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Bank Balance Controller 


Your Two Old Friends 
Are Becoming One 


To serve you better, The Todd Company, Inc. 
and Charles R. Hadley Company are merging after 
more than half a century of working individually 








with business and industry on the problems of 
protection and control of company funds. Pooling 
their vast experience and facilities means better, 
more comprehensive service for you. 

Todd’s unparalleled experience in producing 
Checks and Check Protection Equipment and 
Machines dovetails with Hadley’s experience in 
producing Accounting Forms and Systems. 

Ask any Todd-Hadley representative for any 
information you wish regarding these helpful 
products. 





® 
THE TODD COMPANY, INC. 


Subsidiary of BURROUGHS CORPORATION 
CHARLES R. HADLEY DIVISION 
Rochester, N.Y. ®* Los Angeles, Calif. 
Offices in principal cities « Consult your telephone directory 
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Big hit... 
no errors! 


e This precision-made PB scale 
makes a big hit on your mail desk 
saves time, money, and postage 
e Its automatic pendulum 
mechanism registers instantly and 
accurately. The large, widely 
spaced markings can be read 
correctly ata glance. 
e Prevents loss of postage through 


overweighing. Saves loss of good 





will (and mail delays) through 
underweighing, which results in 
annoying “postage dues.” 

e There are models for every 
office, large or small, including 





FREE: Handy desk or wall chart . parcel ta scale of 70 Ib. 


of Postal Rates, with parcel 


post map and zone finder 


capacity. Ask the nearest PB office 
to demonstrate. Or write for free 
illustrated booklet. 


a 
Po 
Mailing Seal 
va wy 
PITNEY-BOWES VEAIINE Seales 
PirnEy-Bowes, INc., 4587 Walnut St., Stamford, Conn. 
— Viade by the originators of the postage meter . . . offices in 94 cities in U.S. and Canada 
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to SAVE FILING 
* space xftime * money = 


Companies everywhere are gaining additional 
space with this new filing system that 

can double the capacity of your present 
filing department! Besides space-saving, 
filing is faster, easier, more efficient 
and more accurate — all at 
great economy in cost 
and operation. 
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research department analyzed the 
company’s markets and its cus- 
tomers, and attempted to project 
the effect of a merger on the com- 
pany’s sales. 

All the time, we were appraising 
the people with whom we were ne- 
gotiating—and, if successful, with 
whom we would be doing business 
on the same side of the desk. Simul- 
taneously, the other side of the ne- 
gotiation was learning about Rock- 
well, and how they might fare as 
part of a larger corporate frame- 
work. 

Our conclusions, based on every 
yardstick we could reasonably 
apply, were positive. We were 
agreed that this would be a worth- 
while addition to our corporate 
family. The next steps were direct 
negotiation—and the benefits were 
sufficiently mutual to enable us to 
work out an arrangement accept- 
able to all. 


Although were 


many months 


| consumed in the investigation and 


negotiation of this particular acqui- 
sition, our diversification machinery 
can move much faster when need 
be. However, we subscribe strongly 
to the point of view that you lose 


| less passing up a good deal than in 


trying to later unload one that’s not 
working out. 


Benefits of organized approach 

By way of summing up, we be- 
lieve that an organized approach to 
diversification has these advan- 
tages: 

1. We are better able to control 
our own destinies. It puts us in a 
position to seek out opportunities 
that will not contribute to our cor- 
porate security, rather than have us 
sit back and wait for them to come 
knocking at our door. 

2. By having a criteria and 
standards, not only established in 
advance but tried and _ proven 
through years of use, we are less 
likely to make the mistakes often 
attributed to a spur-of-the-moment 
opportunity. 

8. With an organized screening 
procedure, we almost automati- 
cally are willing to listen to almost 
anyone’s ideas. This does not mean 
that we're willing to spend large 
amounts of either time or money 
running down the impossible, but 
we start out with an open mind. 
In other words, we're willing to 
listen as long as we believe the 
proposition has merit for us. m/m 
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by William Ruder 
and David Finn 
Ruder & Finn, Inc. 
New York, N. Y. 


How to make your 


ANNUAL REPORT 


pay for itself 


Before you start, you should know what it is you want your annual report to accomplish, and also 


how you will measure its success. 


mum During the next 
few months companies will be 
spending hundreds of thousands of 
dollars on annual reports. How 
much reward will they reap from 
this huge investment? Results, of 
course, will vary. Some firms get 
high value; others do not. 

The president of a medium-sized 
manufacturing concern in New 
Jersey was certain his last annual 
report would have a strong, favor- 
able impact. It was a colorful, pro- 
fusely illustrated booklet printed 
on expensive paper. The president 
had written most of the content 
himself. It was distributed last 
February to more than 1,000 stock- 
holders and others. But since that 
time the company has received 
only three letters in which the an- 
nual report was directly mentioned. 

Such experiences are disappoint- 
ing but not uncommon. The pub- 
lic relations officer of an Okla- 
homa concern said recently: “Last 
year we spent hundreds of execu- 
tive man-hours and thousands of 
dollars on our annual report .. . 
Now it appears that if we had 
completely skipped an annual re- 
port for a year, no one but the SEC 
and a few stockholders would have 
cared—or even noticed.” 

Yet, for most companies, the an- 
nual report should be one of the 
most effective tools of communica- 
tion with the public—particularly 
certain specific publics. In all firms 
the report should be made to pay 
for itself, and often bring a multi- 
ple return. 

Most companies go well beyond 
the legal requirements of publish- 
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ing basic financial data. Some that 
are not required by law to do so 
are publishing annual reports. Oth- 
ers publish special annual reports 
for employees. It has become a 
common practice to make the an- 
nual report the company “show 
piece.” But being a “show piece” 
does not, in itself, mean a report 
is successful. 


What’s wrong with annual 
reports 

The comment of a New York 
market analyst sheds light on one 
of the reasons many annual reports 
are ineffective. Says he: “In many 
of the annual reports I read, I get 
the decided impression that man- 
agement is talking to itself rather 
than to its audience.” 

Taking reader interest for 
granted is probably one of the 
most harmful mistakes manage- 
ment can make. Witness the fact 
that so many annual reports are re- 
ceived with indifference and 
dropped almost immediately in the 
wastebasket. This is usually due to 
the fact that management has made 
no effort to capture and stimulate 
reader interest in what the report 
contains, or to provide the reader 


with the kind of information he 
wants in the form that he wants it. 
With the audiences for annual re- 
ports becoming steadily larger and 
more varied, many companies do 
not know for sure what should be 
included or how it should be pre- 
sented. Some don’t take the trouble 
to find out. 

Another major shortcoming is the 
lack of a central theme or idea that 
gives the over-all content purpose- 
ful significance and direction. This 
is often caused by the increased 
complexity of business organiza- 
tions. A broader range of company 
aspects must be covered and thus 
more management people are 
called upon to help prepare the re- 
port. If this group effort is not 
carefully coordinated the result 
may be a disjointed hodge-podge. 

In approaching the preparation 
of the annual report, management 
should ask itself: What do we want 
to accomplish? What should our 
objectives be in relation to our 
various publics? 

Very often there is one overrid- 
ing objective—the company’s gen- 
eral health or stability. That, of 
course, simplifies matters. But be- 
fore the annual report is begun, 





ABOUT THE AUTHORS 


William Ruder and David Finn founded the 
public relations firm of Ruder & Finn in 1948. 
It has since grown from a two-man operation 
to one of the six largest PR firms in the country, 
with 50 people at its headquarters and a net- 
work of representatives in over 190 cities. 
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management should formulate the 
positive value it is trying to obtain. 
Only then is it possible to use the 
annual report as a functional tool 
of communication. Here are two 
examples of how this approach has 
been used successfully: 

A company in the novelties field 
had been so successful in its sales 
efforts in the past year that it de- 
cided to become a sales organiza- 
tion and concentrate solely on mar- 
keting. It disposed of all its man- 
ufacturing plants and set about 
seeking new products to handle. 
However, the company was afraid 
the industry would take this de- 
velopment as a sign of weakness, 
not of strength. So its annual re- 
port concentrated on getting across 
the message of the company to the 
investors, to the people from whom 
it bought its products, to is sales- 
men, to its employees. What better 
instrument to meet the problem? 

Another concern was worried 
about growing rumors that it was 
losing out in a fiercely competitive 
situation and that its ultimate se- 
curity was being threatened. The 
company did face a problem, but 
was more than holding its own 
and was actually strengthening its 
position in the market. The rumors 
were convincingly counteracted by 
the annual report. 


Setting success criteria 

In starting to work on an annual 
report it is necessary not only to 
find out what you want to do; you 
should also know how you will be 
able to test whether the report suc- 
cessfully conveys the message for 
which it is intended. 

This can be decided on an in- 
dividual basis by different depart- 
ment heads. In one instance, the 
sales manager of a certain concern 
asked all his salesmen to query 
customers on what they thought 
about the annual report. And he 
went a step further: he told each 
salesman to ask his customers if 
they were aware that the company 
had become the largest producer 
of its product in the country—a 
point emphasized in the annual re- 
port. In this way, the impact of the 
report was assessed, and also it 
helped make the salesmen, them- 
selves, aware of the basic message 
in the annual report, as well as its 
effectiveness as a sales tool. 

This sort of testing can be car- 
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ried to much greater lengths. We 
know of one company that re- 
tained a_ psychological research 
organization in the middle of the 
year—six months before the annual 
report was scheduled to appear—to 
conduct 50 depth interviews among 
members of different publics. The 
purpose was to determine their 
general impression of the company. 
Using the findings of the interviews 
as a basis, the report was designed 
specifically to correct the miscon- 
ceptions that seemed to be current 
and to highlight the important fac- 
tors of the company’s growth that 
did not seem to be generally under- 
stood. Following the publication of 
the report, the same organization 
made another depth survey, this 
time of a new set of 50 persons in 
the same groups to ascertain 
whether and how efficiently the re- 
port had done its job. 

In this particular case, the in- 
vestment 





in the research studies | 


was considered well worthwhile, in | 


view of the positive results of the | 
concluding investigation. The fact | 


that a company can and will go to 
such lengths indicates how impor- 
tant the annual report can be in an 
over-all public relations program. 


Multiple value 


It may often be very difficult to 
have one report do the best job 


for every department in a com- | 
pany. Sometimes the interest or ob- | 
jective of one department will not | 


coincide with that of another. One | 


department may want a more elab- 
orate annual report to impress cus- 
tomers; another will insist on a 
more conservative approach in 
order to impress stockholders with 
the fact that the company is hold- 
ing down on expenditures. But 
there are different techniques that 


can help widen the effect of an an- | 


nual report. For instance: 

The General Motors annual re- 
port, in Figure 1 (next page), is a 
classic example of communication 
with customers. In addition to fi- 
nancial information, facts about 
engineering advances and so on, it 
contains a series of pages with ap- 
pealing illustrations and descrip- 
tions of G.M.’s major products. 
These pages are designed to help 
support the financial information, 


but they also help to sell cars | 





and refrigerators. The significance | 
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The F. S. Webster 


Company, one of y 

America’s leading carbon ed tee 3 

and ribbon manufacturers, is an ers ———— 
tuplic 


important supplier of duplicating 
materials for modern office machines. 

A half-century of experience in the 

field enables Webster to bring skill and 
ingenuity to the production of these 
tailor-made products. A few of these — and 
the machines they supply —are listed below: 


a ting need 


‘ng need 


CARBON PAPERS — For use on all makes of 
typewriters. Weights and finishes for specific 
typing requirements. Sizes for unusual job 
requirements. 


TYPEWRITER RIBBONS — in cotton, silk and 
nylon quality are available in a wide variety of 
colors for all standard, electric and portable 
makes. Also carbon ribbons for executive and 
offset duplicating requirements. 


OFFICE MACHINE RIBBONS — Adding machine 


ribbons for most makes. IBM Tabulating Ribbons —— 

of all types. Billing, Posting Machine Ribbons for 

Elliott-Fisher, IBM, Sundstrand, National Cash ss 
Register and others. Also Ribbons for addressing, ; 
time recording and teletype machines as well as 

for all hectograph requirements. é a 


ACCESSORIES — Hand cleaners, type cleaners, 
instrument oil, duplicating fluids and manifold 
tissue, 












Make it clear...you want 


“i Webster’s 


vo ey a at leading stationers’ everywhere 






F. S. WEBSTER COMPANY, 10 Amherst St., Cambridge 42, Mass. 
Factory branches in Chicago, Detroit, Philadelphia, Pittsburgh, San Francisco, 
New York and Cambridge 
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OSCAR... YOU 
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PAYCHECK ‘‘OUTLOOK’”’ 
ENVELOPES 


Eliminate Time and Expense of Ad- 
dressing, also chances for Errors. 
Paycheck “Outlook” Envelopes are 
absolutely opaque. 
Essential when 





wages are paid by 
check. Nothing 
shows but the em- 
ployee’s name. This 
improves personnel 
relations. 











Send for Samples 
and Prices Today 


a 


OUTLOOK ENVELOPE CO., Est. 1902 


Originators of “Outlook” Envelopes 


1001 W. Washington Bivd., Chicago 7, Illinois 
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3 PFAELZER STEAK 
GIFTS ie your list. 
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12 Pfaelzer Steaks 
(8 Filet Mignon, 4 
Jumbo Boneless Sir- 
loin) 1%" 
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. US" rn en 
30.00 served in the oe igo 
; vy hl Sis 7 e 4 restaurants. Actually, ; 
promptly. you'll be entertaining | 
Also available: them in their own ‘ 
Gift 2: Box of 16 Filet treating them to @ dining 


Mignons, approx. 
1%" thick ...... $30.00 
Gift 1: Box of 8 jum- You 
bo Boneless sirloin, 


approx. 11/4’ thick... the rest. All steaks packed 


inne : peseer in attractive gift box and 
orders shippe holiday carten 
R.R. express PREPAID! Pfaelzer vn nad avail- 


Card enclosed. 10 or 
more boxes earn 2% 
discount. All prices 
subject to change. 






For other distinctive 


Pfaelzer Brothers, Inc. 
Dept. M-2 @ Union Stock Yards © ‘Chicago 9, tH 
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Figure 1 


here, of course, is that almost any- 
one who is interested in General 
Motors’ finances also is a potential 
customer for one or more of the 
company’s products. 

Citizens & Southern National 
Bank’s annual report stressed the 
bank-local community _ relations 
aspect. This was accomplished by 
emphasizing such themes as: “A 
Year of Greater Usefulness,” “Bank 
Credit that is Serving Georgians,” 
and “C&S as a Southern Citizen.” 
The cover of the report—Figure 2-- 
carried the phrase, “Banking that 
is Serving Georgia.” Copies were 


| distributed to community leaders 


throughout the Southwest. Tested 
results proved this annual report 
had won new friends for the bank. 

The annual report of Sun Chem- 
ical Corporation—Figure 3—was 
particularly appropriate to editors 
of business and management pub- 


Figure 2 
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Sun Chemical Corporation 


TWENTY-SEVENTH 


Figure 3 


lications. The company is a sprawl- 
ing organization and it had no lit- 
erature available to provide edi- 
tors, writers and investment re- 
searchers with an over-all picture 
of its operations and of what devel- 
opments were taking place. The 
annual report, based on the theme, 
“What’s New Under the Sun,” con- 
tained information on the company 
written primarily for the benefit of 
the press. The result was an exten- 
sive amount of publicity for the 
company. 

Figure 4 shows an annual report 
of Sinclair Oil Corporation that 
was addressed as much to employ- 
ees as to stockholders. Its purpose 
was to increase the level of com- 
pany pride among employees. The 
content outlined in understandable 
terms the vast scope of the com- 
pany, and the various features of 
the employee relations program. 

Techniques, of course, are influ- 
enced by many factors that may be 
peculiar to the company involved. 
But there are some general rules, 
based on the experiences and prac- 
tices of concerns that have pub- 
lished successful annual reports, 
which can serve as a guide. These 
may seem to be simple and unim- 
pressive rules. However, they can 
help to avoid the many pitfalls that 
too often ensnare the drafters of 
annual reports. Here they are: 

1. Two persons should be as- 
signed responsibility for the annual 
report. One could probably be the 
company’s public relations director, 
or adviser, who is experienced in 
communications techniques. He 
should be responsible for deciding 
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Figure 4 


the character of the report. The 
other should be a high-level man- 
agement representative with re- 
sponsibility for the content of the 
report. 

It cannot be emphasized too 
strongly that the communications 
expert should have final responsi- 
bility for the language as well as 
the design of the report. It is pre- 
cisely on these points where the 
greatest trouble usually occurs. 
There have been too many occa- 
sions on which the stylistic pref- 
erences of members of the manage- 
ment team have been forced on the 
reluctant communications expert, 
who knows better than they what a 
report should look and sound like. 

2. All key personnel in the com- 
pany should be informed as to who 
has been given responsibility for 
the report. They should also be 
asked for suggestions to include in 
the report and what the over-all 
viewpoint should be. 

3. After all comments and sug- 
gestions have been submitted, a 
round table conference should be 
called to discuss the various points 
of view and to reach agreement on 
an underlying theme or approach 
for the annual report. 


to reach after it has been printed. 

5. Upon publication of the re- 
port, the PR adviser should make 
specific recommendations to each 
member of management’s key per- 
sonnel group on how the annual 
report can be best related to the 
particular public with which each 
is most concerned. 

6. Later, memorandums should 
be written by each member of the 
management group detailing how 
he has used the report and what 
the reactions were. These memos, 
together with letters from outsiders 


dealing with the report, can be 
used as a guide at the first plan- 
ning meeting for the following 
year’s annual report. 

7. Work on the annual report 
should be started at least three 
months before the end of the fiscal 
year. At this point even the final 
figures as well as the general pic- 
ture of the company’s financial 
condition should be pretty clear, 
and the basic approach to the an- 
nual report, perhaps as keynoted 
by the president of the company, 
can be worked out. m/m 








4. Based on the decisions of the | 


roundtable, the PR man _ should 
prepare the first draft. When this 
has been approved by the second 
member of the annual report team, 
who is responsible for content, the 
report should be circulated among 
the key personnel for corrections 





BELL AIRCRAFT corporation _ 


Saves 70% in Type Composition 
» with the JUSTOWTFITEr,. 


AUTOMATIC TAPE-OPERATED COMPOSING MACHINE 
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Bell Aircraft Corporation's installation of 10 
Justowriter automatic composing machines. 





For more than 15 years Bell Aircraft Corporation has 
prepared various types of publications for military and 
commercial use. Originally, copy for these publications 
was typed, sent out to be typeset, and returned for 
printing—a costly operation. 
As the costs increased during 
World War II, a less expensive 
process which would still fur- 
nish justified, reproducible copy 
of top quality was sought. 

After a study, the Justo- 
writer automatic tape-operated 
composing machine was select- 
ed. This equipment provided 
justified copy suitable for XeroX 
or photo offset reproduction at 
30% of the cost of typesetting 
or 70°% savings. Bell Aircraft is 
just one of hundreds of indus- 
tries, companies and govern- 
ment agencies cutting type 
composition costs with Justo- 
writer. 


PRODUCE PROFESSIONAL TYPE COMPOSITION 
IN YOUR OFFICE WITH Justowriter—it’s EASY 


The Justowriter, consisting of two units, a Recorder 
and Reproducer, gives you complete control of compo- 
sition in your own office. Your typist quickly and 
easily becomes your compositor. She simply types the 
copy (standard typewriter keyboard) on the Recorder. 
Simultaneously a punched paper tape is prepared 
complete with justification codes. The Reproducer 
reads the tape, automatically producing sharp, justi- 
fied (even margin) reproduction proofs or direct image 
plates. Write for complete information. 








Sales and service offices in principal cities— 








and further comments on its esti- 
mated effectiveness with each of 
the specific audiences it is designed 


Dep?t.MM-106 1 Leighton Ave. 


Rochester 2, New York 
Subsidiary of Friden Calculating Machine Co., Inc. 


listed in classified telephone directory under 
“Typesetting Equipment."’ 
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How to put every key man 
within 5 seconds of your desk 


Your organization enjoys an immediate lift in efficiency 
with a Stromberg-Carlson sound system. 

The time you save when you have fast communica- 
tions at your fingertips is incalculable. Voice paging 
provides instant contact with any individual on your 
premises. It reduces personnel expense because there’s 
no need to send your secretary or office boy on repeated 
“manhunts.” 

Customer relations are improved, too, because you 
can get quick answers to customers’ questions from the 
right person without delay. And you, yourself, are free 
to continue your work quickly. 

A Stromberg-Carlson sound system with our exclu- 
sive “Red Telephone” all-call alarm provides voice 
facilities for immediate warning in case of emergency. 

Whether your organization is an industrial firm. . . 
commercial establishment . . . social agency . . . public 
utility—or any other organization that needs efficient 
communications—we can engineer a sound system to 
meet your particular needs. 

You may have anything from a simple telephone 
intercom to a complex public address, paging and radio 
distribution system on lease—without spending a cent 
of capital funds. 

Mail coupon now for free survey of your needs. 


STROMBERG-CARLSON COMPANY 


A DIVISION OF GENERAL DYNAMICS CORPORATION 


1703 UNIVERSITY AVE. e ROCHESTER 3, N. Y. 
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Practical Examples 


in 


Tax reduction 


EDITOR’S NOTE: A ffact-filled little book recently pub- 
lished by the American Institute of Accountants makes 
profitable reading by the businessman. Actually, it’s a col- 
lection of over 200 topically indexed tax tips selected from 
The Journal of Accountancy’s Tax Clinic. Based on actual 
experiences of leading tax practitioners, the items have 
been edited and brought up to date. Valuable as a refer- 
ence guide, this volume can also be used as a “fishing pond” 
for tax-saving ideas. In the columns below are a few ex- 
amples of experiences related in the book. 


Treasury checking controlled 
payments by corporations 


This two-year-old policy of concurrent examination of 
officers’ returns with corporation returns is “crescend- 
ing.” 

IR Mimeograph No. 54-72 (May 28, 1954) provides 
for the examination of the returns of officers and cer- 
tain employees of corporations, particularly those cor- 
porations whose stock is closely held, at the same time 
that the corporate returns are examined. 

The purpose of these simultaneous examinations is 
to detect more easily and efficiently any deduction by 
the corporation of expenses which constitute personal 
expenses of the officers and employees and, conversely, 
those which are not corporate expenses. 

Crawford C. Halsey, CPA Pogson, Peloubet & Com- 
pany, New York City, believes that the language of 
the Mimeograph indicates a “tough” attitude by the 
Treasury. He observes that while it is not mentioned 
in the Mimeograph, the Treasury probably intends, 
upon the disallowance of a corporate deduction as be- 
ing a personal expense of the individual, to claim that 
in the case of a stockholder the payment is a dividend. 
If this is upheld, the corporation would lose the deduc- 
tion but the officer or employee would still be taxable 
on the full amount received. 

In the case of nonstockholders, the Treasury could 
take the position that the amount disallowed consti- 
tutes additional compensation to the officer or em- 
ployee. This would mean that although the corpora- 
tion may still be entitled to the deduction as compen- 
sation, the officer or employee would be taxed on the 
reimbursement as compensation, but could not deduct 
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Your accountant is your best source of tax re- 





duction advice. But at times you are in a better | 
position than he—if youre well informed—to | 


uncover potential tax savings. 


the expenses which are held to be personal rather than 
business expense. 

The Mimeograph also states that if the relationships 
between affiliated corporations, partnerships, trusts or 
estates or individuals and a closely held corporation 
are such that the personal expenses of the individuals 
could be “foisted” (that is their word) on these affiliated 
corporations, etc., the returns of the affiliated corpora- 
tions, etc., should also be included in the simultaneous 
examination. 

Mr. Halsey urges that the importance of the Mimeo- 
graph be pointed out to all accounting clients where 
the above relationships exist. 


Using new subsidiary’s stock 
to provide executive incentive 








A useful method of getting capital gains money to a 
key man. 


Stock options are not the only method of getting a | 


“stake” in the business into a valuable executive's 


hands. An increasingly prevalent method of furnishing 


proprietary incentive is to permit the key man of a 


newly purchased subsidiary to purchase a minority in- | 


terest in the subsidiary at the same time and at the 
same price at which the parent acquires the controlling 
stock. 

The subsidiary may be a raw materials “supplier” 
for the parent or a new sales outlet. 

In any event, the value of the newly acquired com- 
pany’s stock is fixed by reference to the cash price paid 
by the parent to a third party for the majority of the 
subsidiary’s stock. Any increment in the value of the 
subsidiary’s stock accrues to the parent—and also to 
the minority stockholding executive. If and when the 
subsidiary’s stock becomes more valuable, the parent 
can buy the executive's interest. 

Effect: A substantial incentive to the executive in the 
form of potential long-term capital gain. 


Can’t walk away from travel 
expense reimbursement 
(From AIA’s Annual Meeting) 


An employee or, indeed, a partner or officer may be 
entitled to reimbursement from his firm for travel ex- 
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easy 


..--like peeling a banana! 









new AVETY eu-aanesive 
file folder labels 


fastereneaters+ cleaner 


Why monkey around with old-fashioned 
stickers when these new Avery 
self-adhesive file folder labels 
turn the trick so handily? 
Easy to type in sheet form with 
margin and centering guides, 
these time-saving, color-coded 
Avery Labels cut clerical costs, 
are self-adhesive... with 
nothing to wet or moisten... they 
go on at the touch of a paw... 
neatly, firmly, and swiftly. There’s 
a moral to this tale of the business 
jungle. If obsolete stickers have you 
. up a tree, swing to Avery. Identifying 
6, file folders with the new Avery 
self-adhesive Labels is easy... 
like peeling a banana — in fact 
easier. Try ’em soon. 





available in 10 border colors 
plus plain white... 

248 labels per box —31 sheets 
of 8 labels each. 
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Rolls right on file tab without 
peeling or popping. 





NS! 


These NEW AVERY file 
folder labels are available 
at all stationery dealers. 
Ask for them Topay! 


AVERY ADHESIVE LABEL CORP., Dealer Div. 150 
117 Liberty St., New York 6 + 608 S. Dearborn St., Chicago 5 
1616 So. California Ave., Monrovia, California 
Offices in Other Principal Cities 

Please send more information and free samples of Avery 
self-adhesive file folder labels. 
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the widest selection of 
TRANSLUCENT MASTER PAPERS 
for WHITE PRINTING is now available from 


ONE SOURCE 


White printing is one of the most popular direct copy 
methods in use to simplify invoicing, shipping, accounting, 
production, purchasing, inventory, etc. To produce 

clear copies (at the desired speed), each application requires 
the careful selection of the correct translucent 

original papers. The already famous Pata-Trace translucent 
line of papers has recently been supplemented with 

the Masta-Trace group of translucent originals, providing 
business and industry with the widest selection 

of papers with these plus features. 


my = = 
/>x eee alt 13 Ib. (bond weight) to card stock 
> as (heavy ledger) 
4 ; All sulphite to 100% rag. 


Translucent to transparent. 
Single or two process 
Medium to highest printing speeds. 


it pays to investigate 
write for brochure and samples. 


bienfang PRODUCTS CORP. 
METUCHEN, NEW JERSEY 
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YOUR KEY TO. 
EFFICIENT PROPERTY CONTROL! 


Attractiveness, legibility and safe, easy mounting . . . Seri- 
ally Numbered “AUTOGRAPHS” combine these features 
. . . open the door to efficient property control! Mount them 
prominently, proudly “out-front”, where the easy-to-read 
numerals eliminate errors in recording. Reduce “tagging” 
costs!) Anyone can mount Serially Numbered “AUTO- 
GRAPHS” quickly, easily and permanently ... even on 
crackle finish and other “problem” surfaces! Simply brush 
solvent on the adhesive backing and press into place. Drilled 
holes are unnecessary . . . there’s no damage to fine finishes 
or delicate mechanisms! Try this pore key to efficiency in 
your property control system now 


Ihe Theasdemank of Porfedt properly control! 
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Write today for “try before “ yt : 
you buy” samples and Prop- ME. Vf A LOALST inc 
erty Control Procedure Pam- 


phiet No. 262. MASON CITY, IOWA 
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penses. However, suppose that he fails to claim them 
from the employer—may he deduct such expenses in 
his own return as expenses incurred in earning income? 

Consensus: No. He will be deemed to have con- 
structively received reimbursement. That is, he can’t 
just “walk away” from the reimbursement. 

An alert: One should collect from his employer all 
expense reimbursements to which he is entitled. Bear- 
ing the expenses himself will not entitle an employee 
to a tax reduction therefor. (Podems, 24 T.C. 3.) 


One way for young partners 
to buy out a business 


The retention of preferred stock with terminal voting 
powers by elders furnishes probation period. 


The federal tax law is often censured for the manner 
in which it renders substantial savings almost impos- 
sible. It can seriously handicap a young man of limited 
means who wishes to acquire a business, because the 
accumulation of the capital necessary to accomplish 
this purpose, after the impact of the federal taxes, may 
constitute an almost insuperable obstacle. 

William H. Westphal, CPA, of A. M. Pullen & Com- 
pany, Greensboro, N. C., reports a plan dealing with 
this problem, which arose incident to the acquisition 
of a thriving business by two young businessmen: 

The enterprise has been operated as a partnership 
by a man and his son, both of whom wish to withdraw 
from the business. 

Two young men, very competent and thoroughly ex- 
perienced in this line of endeavor, desire an oppor- 
tunity to acquire the business. Their reputation is ex- 
cellent, but, since they have only $50,000 in cash 
between them, their funds are limited. The present 
capital of the partnership is $150,000 and it is con- 
sidered highly desirable to increase this to a total 
capital investment of about $200,000. 

Another difficulty presents itself—the partners, hav- 
ing only limited knowledge of the newcomers, do not 
wish to take them into the partnership and possibly 
become liable for acts performed by the newcomers. 
The old partners prefer the protection afforded by the 
corporate method and wish to remain in control for a 
reasonable period of time. 


The problems arising 


Assuming that a corporation is formed, several ques- 
tions then present themselves. 

How can the partners protect themselves by retain- 
ing actual control of the corporation until the quality 
of the new men has been proven, and how can the 
newcomers be assured that they will some day have 
control of the corporation? 


Distribution of the stock 


First, the newcomers will join with the old partners 
in the formation of a new corporation, paying into it 
their $50,000 in cash, while the partners transfer assets 
valued at $150,000. (This will be done under 1954 
Code Section 351.) The stock issued in the exchange 
will be $100 par value, and that which is distributed 
to the newcomers will be common in its entirety. The 
partners will receive a small amount of common but a 
considerably greater proportion of 4% cumulative pre- 
ferred stock, and, to enable them to retain control until 
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the new additions to the firm have proven themselves, 
their preferred stock will provide that they should hold 
voting rights for the next four years, thus keeping 
them in control. 

At the end of this time, the voting rights in the pre- 
ferred stock will expire, except in the case of arrearage 
in preferred stock dividends. This automatically dis- 
poses of the question of insuring control to the part- 
ners until they are satisfied of the integrity and the 
adequacy of the new additions to the firm, while, on 
the other hand, it provides the newcomers an oppor- 
tunity to acquire control once they have demonstrated 
their abilities. 

Then, how can the new men hope eventually to 
acquire the entire business, considering their limited 
capital and the impact tax rates will have upon their 
income; and how may the retiring partners be assured 
eventually of withdrawing their money without con- 
fiscatory taxation? 


Funds provided out of earnings 


Obviously the young enterprisers will not be able to 
acquire enough income free of federal tax to purchase 
$150,000 in capital stock. The preferred stock in- 
denture will provide that the stock be callable after a 
certain number of years with a reasonable call pre- 
mium. Then, pursuant to the indenture, the preferred 
stock can be retired over a period of several years, the 
old partners picking up an excess over their cost basis 
as capital gain. In the alternative, a series of debenture 
bonds may be issued at the call date and these deben- 
tures eventually retired. Thus the necessary funds re- 
quired by the younger members of the firm to obtain 
control will be provided out of the earnings of the 
business. 

How will the young men live in the meantime? A 
reasonable salary with a flexible percentage bonus ar- 
rangement should provide the necessary funds. 

The practicability of this solution seems sound. 


Using corporate funds 
to finance sale of stock 


A practical method of disposing of stock of closely held 
corporation via the capital gains route. 


The use of a close corporation’s assets to help its 
stockholders finance the sale of their stock is made 
much safer taxwise as the result of the Treasury’s 
acquiescence in the Zenz decision. (Zenz v. Quinlivan, 
213 F. (2d) 914.) 

In the Zenz case, the sole stockholder of a close cor- 
poration caused the corporation to redeem part of her 
stock; concurrently, she sold the balance to a third 
party. She treated her aggregate profit as a capital gain. 

However, the Treasury asserted an ordinary divi- 
dends tax on the proceeds of the stock redeemed on 
the grounds that the redemption was “essentially 
equivalent to the distribution of a taxable dividend” 
under 1939 Code Section 115(g) (1). 

The taxpayer was sustained on appeal because, as 
the result of the two related transactions, she “ceased 
to be interested in the affairs of the corporation.” 

The Treasury aquiescence in Zenz has been ruled 
to be equally applicable to transactions under 1954 
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PROBLEM-SOLVING PARTITIONS 


WOOD-ACOUSTICAL-STEEL 


When it’s time to move or modernize 
plan to install GR movable partitions: 
low cost...easy to install...easy to 
move. In wood, steel, acoustical or non- 
acoustical. Heights from 42” to 14’. 
Write for free information. ~~ 





See Sweet's AF Be. 
r 
SRL 


* 
2417 EASTERN. S. E.. GRAND RAPIDS. MICH. 
(Circle 586 for more information) 


VEEDER-ROOT 


VARY-TALLY 


gives you as many counters 
as you need for control 
of product-uniformity 












Production figures by 
types of units . . . compara- 
tive test results . . . inven- 
tories, estimates, traffic and 
quality control checks... 
basic business data of all kinds is readily obtained with 
Vary-Tallies that are assembled to your 
exact needs. Spacious key on each counter 
makes ‘‘keyboard counting”’ easy, fast, ac- 
curate. For bulletin and prices, write: 


VEEDER-ROOT INC. 
HARTFORD 2, CONN. 
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Multiple-Shipping Costs 


STEN-C-LABL WAY! 


Whatever your procedure or equip- 








ment, you can save time and money by 
addressing your multiple shipments 


with STEN-C-LABLS 


STEN-C-LABLS may be addressed as by-product 
of preparing invoice or bill of lading, or they 
may be addressed in a separate writing. Any 
type of office equipment can be used including 
manual or electric typewriters, electric billing 


or: accounting machines, 
or Flexowriter. 


Card-o-type, Teletype 


In addition to the saving of time, addressing errors 
and mis-shipments are avoided when you use STEN- 
C-LABLS. Thousands of dollars are being saved by 


present users. 


Choose the style that fits into your operation 


from these continuous or unit forms available 
in a large number of different sizes: 








to imprint on gum- 
med labels, tags or 
PANL-LABLS. 


Stock ''Ship To’’ 
STEN-C-LABL direct bes | 
to carton—No gum- 

med labels. . 
Special die-impres- 
sed STEN-C-LABL in- 
cludes your name 


ond address—direct 
to carton. 


Blank STEN-C-LABL f | 





























|} STEN-C-LABLS in 
continuous form for 
use in separate writ- 
ing are available 
in same styles as 
unit forms shown. 








Addressing direct to PANL-LABL 
printed on carton with blank 
STEN-C-LABLS, 





Addressing direct to carton with 
stock ‘Ship to’’ STEN-C-LABL. 


sgercqnemouaeaceesnsermensiens omeemanse te 


Addressing with blank STEN-C- 
LABLS on printed gummed labels. 






Addressing direct to carton using 
die-impressed STEN-C-LABL. 








stallations. 





See your business forms supplier or 
WRITE TODAY for FREE brochure show- 
ing detailed operation and actual in- 


STEN-C-LABL, ine. 


2285 UNIVERSITY AVE. 
ST. PAUL 14, MINNESOTA 
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Code Section 302. That section provides inter alia that 
if a redemption is in complete redemption of all of 
the stock of a corporation owned by the particular 
shareholder, it shall not be treated as a dividend. 

Thus, a sole stockholder may dispose of his stock in 
a combination type transaction, i.e., sale of part and re- 
demption of the balance, without the hazard of a divi- 
dends tax on any part of the proceeds. Indeed, the is- 
suance of notes payable by the corporation as part of 
the proceeds of redemption is permissible under cer- 
tain conditions. 

However, whatever the circumstances, it’s a good 
idea to obtain an advance ruling before undertaking a 
Zenz type of transaction. m/m 
WorkinGc WITH THE REVENUE CopDE IN 1956, James J. 
Mahon, Jr., Editor. American Institute of Accountants, 270 
Madison Ave., New York 16, N.Y. 125 Pages. Paperbound 
—$2; Clothbound—$2.50. 


BOOKS FOR MANAGEMENT 





The New Psychology for Leadership 


The readers of Management Methods will recognize 
the contents of this new book as identical to the series 
of articles which have been appearing in the magazine 
for the past year and a half. (Capsule Reports: Human 
Relations). Based on the latest developments in socio- 
logical and psychological experimentation, the various 
aspects of human relations problems in business are 
discussed in detail. Each subject is treated in the con- 
text of the work of many researchers. 

The leadership problem is spread across the business 
structure involving top executives, as well as foremen 
and supervisors, and the contents of the book is aimed 
at meeting the problems at all levels. 

DONALD A. LAIRD, ELEANOR C. LAIRD, McGraw-Hill Book 
Company, Inc., 330 W. 42nd Street, New York 36, N.Y. 
226 Pages. $4.00. 


Successful Handling of Labor Grievances 


Why should one company get tangled up in griev- 
ance administration while its competitor, with com- 
parable working conditions and the same grievance 
procedure with the same union, is relatively free from 
employee discontent? The answer to this question is 
simply that one management has apparently learned 
to make best use of the grievance handling process. 
This book examines the industrial grievance from 
the point of origin to the final decision making. It deals 
with the mechanical and human aspects of grievance 
institution. Technicalities and opinions are scrutinized. 
Successful grievance clauses are analyzed, clause by 
clause, to demonstrate the formula for successful in- 
dustrial relations in all plants. 

BERTRAM R. CRANE, ROCER M. HOFFMAN, Central Book 
Co., Inc., 261 Broadway, New York 7, N.Y. 300 pages. 
$5.95. 
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by Carmen Cerrone 
Office Services Manager 
A. B. Dick Company 
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How to operate 


a duplicating department 


Planning and scheduling equips a duplicating department to meet varying workload requirements 


me Our duplicating 
system is not set up as a testing 
ground to experiment with new 
equipment or techniques. The de- 
partment’s job is to produce the 
paperwork needed by all divisions 
of a company which employs 1,900 
people. 

We produce 18,000,000 sheets 
a year. These include brochures, 
product description sheets, price 
lists, letters, manuals, forms, letter- 
heads, handbooks, and a _ great 
variety of additional material. To 
meet this heavy load, and to avoid 
having nine out of ten jobs classed 
as “rush”, we use a strict schedul- 
ing system based on priorities. We 


avoid a first-come-first served basis. 


Equipment and staff 


Our staff totals 35. Our equip- 
ment includes 20 typewriters, two 
Varitypers, 14 mimeographing ma- 
chines, five spirit duplicators, and 
seven offset duplicators. Beside the 
typing and duplicating divisions, 
the department has photography, 
composing, binding, and mailing 
sections. 

In scheduling our work, we post 
available man hours for the six dif- 
ferent sections. Only five hours 
daily are scheduled for each em- 
ployee—perhaps the single most im- 
portant feature of our planning. 
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The remaining two hours are left 
free to handle rush jobs and to ac- 
count for periodic lack of a full 
staff resulting from illness or vaca- 
tions. This provides the “safety 
cushion” which guarantees that the 
inevitable rush jobs will find man- 
power available to handle them. 


Advanced scheduled jobs 


Our system compels other divi- 
sions to plan their duplicating work 
in advance. For example, for cer- 
tain standard material, we have a 
system of pre-set inventory levels. 
When the supply falls to a fixed 
number, the stockroom notifies us. 

A typical case which shows the 


FIGURE 1. A job order form (left) which gives complete details 
of work required is submitted to the duplicating department to 
initiate all work. FIGURE 2, below, is a departmental schedule 
which outlines available work hours a month 


in advance. 
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always on hand 





to keep costs in hand 
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<< 
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Yes, you can determine 





production costs to the penny 
accurately, economically with 

Calculagraph—the only job time recorder that automatically 
computes, prints and records ELAPSED time—to the minute. 


For fast, dependable cost control, investigate, install, 
Calculagraph—it can keep costs in hand, mean greater profits 


to you. Ask our representative to show you how. 


Write today for catalog to Dept. M 


Agents in Principal Cities 


CALCULAGRAPH 


npanly 


THE 


STANDARD OF ACCURACY SINCE 











SEE US AT BOOTH 228A 





NATIONAL BUSINESS SHOW 
NEW YORK COLISEUM, OCTOBER 15-19 











HARRISON, N. 3. 
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Duplicating 


Continued 


FIGURE 3. A handy gadget is this vis- 
ible index which lists the time required 
to perform typical operations. 


FIGURE 4. The visual production con- 
trol board shows each departmental 
unit’s work load in relation to capacity 
output. 


procedure was our own depart- 
ment’s cost sheets. Notification ar- 
rived from the stockroom on June 
8. This notification, which is com- 
bined with our job order, is a form- 
printed master (Figure 1). After 
approval, it was routed to the plan- 
ning clerk in our department. He 
stipulated delivery of 2,500 copies 
by June 23. The process specified 
was offset, black ink, on 8’’x11”, 
white, 20 lb. paper. The offset nega- 
tive was taken from the file, a plate 
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Want Help With 
: } Your Paperwork? 





al 
ty 
You can have it, from an expert too .. . and for free, procedures, perhaps conditions have changed so that 
Reynolds & Reynolds representatives have become experts several forms can now be combined into one multiple part 
on business forms and office procedures through experience set . . . copies eliminated from other forms . . . or maybe 
gained in helping thousands of businesses, large and small, No Carbon Required Paper is the answer to some specific 
z solve their problems of bothersome, profit-absorbing paper- problem. Why not ask a Reynolds and Reynolds representa- 
~A work bottlenecks. tive to go over your paperwork procedures with you... no 
er If it has been some time since you analyzed your office obligation, of course! 
n- 
le 
va The Reynolds & Reynolds Company 
2d i 
7 BUSINESS FORMS SINCE 1866 i 
a- | 
te PLANTS: Dayton, Ohio; Celina, Ohio; Dallas, Texas; Los Angeles, Calif. © OFFICES in principal cities 
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For pencil 







Insertable 
Index 


notations and erasures 


TUBE INTERIOR SIGNALS 


Fold over 





: ' is 
—2P L ACME VISIBLE RECORDS, INC. CROZET, VIRGINIA | 


Transparent 
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CONTROL MANUFACTURING PROCESSES — OFFICE PROCEDURES 














PNen es /ISIBLE 


J 





VISUAL 
CONTROL PANELS 


Chart Action, Indicate Trends, 





Show Results, Permit Comparison, 


Picture Organized Facts for 


Analysis and Decisions. 


Complete flexibility with limitless signalling 


and charting possibilities . . . Easily adapted to 


your individual record requirements. 


Lightweight panels contain clear plastic tubes 


which are individually removable and may be 


shifted from one position to another... Clarity 


of tube provides full legibility of contents. 


Signals snap on or off at any point... Hold 
position until positively moved . . . Slide 
smoothly back and forth . . . By-pass freely. 


Insertable index feature affords triple signalling 


potential: by position, by color and by legend 


of index. 


1 Mak the mar from Acme lo how you tpatfoleo— 
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I C1056 
! ( Send us more information on Visual Control Panels. 
: (] We are interested in Acme Visible equipment for 

i records. 

i KIND OF RECORD 

; () Have representative call. Date 

Hf Time 

i F 

1 Company Attention 

§ 

1 Address 

i : 

1 City Zone State 
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was exposed, and running time set 
for June 2. 

All company departments are 
provided with the duplicating job 
order forms. For stock jobs, the 
stockroom fills out the form. For 
other work, however, the origi- 
nating department completes this 
form for us. 


Semi-rush jobs 

On March 19, the sales division 
requested 10,000 copies of a direct 
mail promotion piece. The delivery 
requested was April 1. Instructions 
were to duplicate the copies in two 
colors on 8%” x 11” white paper. 

Instructions were written on the 
job order to the photographic unit 
to prepare a negative and mask, 
and then make a paper print com- 
posite for checking with sales. The 
duplicating unit was instructed to 
submit a sample of each color to 
be used to the art section before 
running the job. 

Copies of the order were dupli- 
cated. Each unit to work on the job 
got an advance copy. A copy run 


| on card stock was posted to the 





production control board, and one 
copy was sent to the sales division 
indicating delivery date. 

To work this job into the over- 
all schedule, it was plotted in a 
monthly chart showing the amount 
of work hours available (Figure 2). 
We have also devised a time meas- 
urement index, showing how long 
it takes for typical operations, such 
as typing a stencil, mimeographing 
500 copies, or folding 1,000 bro- 
chures (Figure 3). Using this, we 
found that 3% hours of work were 
required in photography to prepare 
this piece. This time was entered 
on the monthly chart, identified by 
its job number. We have a visual 
production control chart which 
shows the work load in each unit 
in relation to capacity output 
(Figure 4). We daily check com- 
pleted orders against new ones. 


Long range scheduling 

We also have a system of long 
range scheduling. The sales divi- 
sion, largest single user of our du- 
plicating production, submits an 
estimated duplicating budget each 
year covering the coming 12-month 
period. Each three months a quar- 
terly budget is submitted as well. 
If a heavier than normal work load 
is planned, we can increase our staff 
and equipment as needed. m/m 


MANAGEMENT METHODS 








= A §. et FS, 0} Oo” et OO 





THE INDUSTRY THAT SERVES ALL INDUSTRY 


a4 
Wraltonals save us $60,000 a year... 


return 50% annually on the investment.” 


“We use National Accounting Machines 
on a wide variety of applications, such as: 
Payroll Writing including Labor Distri- 
bution and Government Reports; Ac- 
counts Payable including Vouchering, 
Check Writing and Distribution; Accounts 
Receivable including Bank Deposits and 
Age Analysis; Sales Analysis by Product; 
Cost Analysis, Cost Reports and other 
financial statements; Stores Disbursement 


—KOPPERS COMPANY, INC., Pittsburgh 


Distribution; and Cost Ledgers and Gener- 
al Ledgers. 

“We estimate that these Nationals save 
us $60,000 a year, returning us 50% annu- 
ally on the investment. Another advantage 
is that simplicity of operation and auto- 
matic features make it easy to train 
operators.” 


Vice President, 
Finance 


THE NATIONAL CASH REGISTER COMPANY, vayrron 9, onto 


989 OFFICES IN 94 COUNTRIES 
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DIVISIONS OF KOPPERS COMPANY: 


CHEMICAL: Plastics, chemicals, ad- 
hesives and dyes. 


ENGINEERING & CONSTRUCTION: De- 
signand erection of chemical-recovery 
coke plants, blast furnace and open 
hearth plants, and chemical plants. 


GAS & COKE: Blast furnace, foundry, 
industrial, and domestic coke. 


METAL PRODUCTS: Industrial gas clean- 
ing equipment, couplings, piston 
rings, fans, gas apparatus, paper 
box fabricating and printing ma- 
chinery and sound control equipment. 


TAR PRODUCTS: Chemicals and coal- 
tar base protective coatings, roof- 
ing, road materials, creosote, moth 
preventives, and insecticides. 


WOOD PRESERVING: Pressure-treated 
wood products for railroad, utilities, 
industry, agriculture and the home. 


Your nearby National representative 
will gladly show how much your husl- 


ness can save with Nationals. 
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. . » That’s the report received from Mr. - 
Harold W. Young, Asst. Treas., La Salle ° 
Extension University, Chicago, Illinois. eeueuus 
CUMMINS Check Signers 


and Endorsers are 
Time and Cost Savers! 


La Salle Extension University, like all users 
of Cummins Check Signers, reports amazing 
speed and efficiency in their check signing. 
In addition, Cummins Check Signers give 
unvarying uniformity of the signature, be- 
cause they use ink instead of ribbons. 


Cummins Check Signers are accompanied 
by a $10,000 forgery insurance policy. Pay- 
roll deadlines present no problem when a 
Cummins Signer is in use. 


Suitable Models are available for any volume 
of checks. High-speed, automatic feed ma- 
chines can sign over 20,000 checks per hour. 


La Salle Extension University also uses a 
Cummins Check Endorser to eliminate noisy 
hand stamping of checks for deposit. Checks 
are endorsed at the same time as they are 
listed on the deposit ticket, ready for the 
bank that much earlier. 


Many firms use the same Cummins machine 
for both endorsing and signing. La Salle 
Extension University has peak periods for 
both operations which frequently coincide 
and necessitates the use of two machines. 


Like their “running mates’, the Check 
Signers, Cummins Endorsers feature sim- 
plified operation, rugged design, and light 
weight. They save all the time wasted in 
hand stamping. As the operator lists each 
check, she simply drops it into the endorser 
and it is automatically endorsed and stacked 
in sequence, 


SALES AND SERVICE IN ALL PRINCIPAL CITIES 





‘Our CUMMINS Signer 


eaves valuable executive 
“... time with complete safety.” 






Write today for complete 
information and illustrated 
literature. A no-obligation 
demonstration can be arranged 
at your convenience... 

ask for one. 


l 
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CUMMINS BUSINESS MACHINES 
A Division of Cummins-Chicago Corporation 
4740 North Ravenswood Avenue « Chicago 49, Illinois 
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American “brain” overseas 


The first giant “brain” instal- 
lation on the European con- 
tinent, a Remington Rand Uni- 
vac computer service center, is 
installed in a_ specially de- 
signed building at the Batelle 
Institute, Frankfurt, Germany. 
It will provide business, govern- 
ment, and science in western 
Europe with services compa- 
rable to those available in this 
country. 


Army electronic computer 


An electronic computer (IBM 
705) installed at The Army Sig- 
nal Supply Agency at Philadel- 
phia, is a key element of the 
electronic data processing net- 
work that handles requisitions, 
stock control, and other data 
pertaining to signal supplies for 
the entire U. S. Army. 





Wea ‘2 


This electronic computer is 
capable of the following opera- 
tions: 

1. Collects and  memorizes 
8,000,000 different facts on more 
than 150,000 different elec- 
tronic items required to keep 
the Army’s global communica- 
tion-electronics systems in op- 
eration. 

2. Makes 87,500 changes to 
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these facts per day within 24 
hours after the change occurs, 
regardless of where it occurs. 

8. Uses these facts to process 
6,000 orders for supplies re- 
ceived each day from troops 
maintaining communications 
and electronics equipment 
throughout the world. 

4. Will aid in speeding ship- 
ment of supplies from the near- 
est signal supply warehouse. 

5. Remembers all orders re- 
ceived when stocks are not 
available, and automatically 
fills such orders as -soon as 
stocks are received. 

6. Reviews the stored 8,000,000 
facts each day to determine 
which items are in short supply, 
and recommends the placement 
of approximately 150 orders per 
day with manufacturers of such 
supplies in time to be received 
before stocks are exhausted. 

7. Reviews orders placed with 
manufacturers to assure sup- 
plies are still needed, and if not, 
may recommend cancellations 
to manufacturers. 

8. Makes thousands of routine 
decisions per day, and prints 
special data for management 
control when unusual supply 
conditions exist. 

9. Has the capacity for mem- 
orizing and storing millions of 
additional facts, and processing 
thousands of additional orders 
—thereby greatly increasing the 
Army’s readiness for mobiliza- 
tion in the event of an emer- 
gency. 

10. Effects a major saving in 
the cost of supply control and 
supply management. 


Electronic reservations 


Trans World Airlines will in- 
stall by next Fall the first coast- 
to-coast electronic reservations 
network to be used by an air- 
line. The new system will re- 










Built-In 
POCKET 


continuous forms Bory 
or unit sets A 


keeps your 


I.D.P. & 


TAPE 


At Hand 























SAVES COSTLY TIME, 

filing and finding 

PREVENTS LOST, misfiled 

or damaged tapes 

MAKES FORM AND TAPE 

a complete identified unit 
POCKETS made to fit 1.D.P. 
TAPE or PUNCHED CARDS 
POSITIONED on the back of any 
desired copy of LITHOSTRIP 
Continuous Forms or LITHOSET 
Unit Form Sets. 


WRITE TODAY for DETAILS and 
FREE SAMPLES of POCKET FORMS 
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How’s your 
letterhead? 


Get your free copy of Letterhead 
Logic, our brochure containing a 
list of letterhead ‘‘musts’’. Check 
your stationery against this list, 
which has been prepared by ex- 
perts for your guidance. 

Learn how HILL, with its 42 
years experience, can create a new 
letterhead with greater sales ap- 
peal! See how HILL can give you 
stationery you'll be proud of; that 
reflects the prestige of your com- 
pany; that costs surprisingly little! 

Letterhead Logic is free to users 
of 5,000 or more letterheads yearly. 
For your copy, just jot down the 
amount of stationery you use on 
your present letterhead, and mail. 


If it’s worth seeing, put it on a Hill 


r.o.H. HELE, inc. 


270 M-57 Lafayette Sireet 
New York 12, New York 


Please send a free copy of LETTERHEAD LOGIC. We use 
( ) letterheads a year. 


Name 





Company 
Address 
City. Zone. 
State. 





























Fine Letterheads & Business Cards Since 1914 
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INQUIRIES INVITED 


Can we help you—or your firm—print 
or publish, write or edit, any of the 
following: 

HOUSE MAGAZINES 
ASSOCIATION OR CONVENTION 
NEWSPAPERS 
ANNUAL REPORTS 
COMPANY HISTORIES 
BOOKS OF PROCEEDINGS 











Management Publishing Corporation, 
a wholly-owned subsidiary of Manage- 
ment Magazines, Inc. (publishers of 
Management Methods) is now staffed 
to assist companies or individuals with 
problems requiring a high degree of 
professional publishing skill. The full 
editorial and technical resources of our 
parent company are available on a 
service fee or participation basis. 


For more information, phone or write: 


RICHARD R. CONARROE 
Executive Editor 





MANAGEMENT PUBLISHING CORP. 
22 West Putnam Avenue 
Greenwich, Connecticut 

Phone GR. 8-7330 
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place the traditional “big 
board” system and keep track 
of seat availability on domestic 
flights for 31 days and overseas 
flights six months in advance. 

A combination of a magnetic 
drum for storing information 
and electronic means of trans- 
mitting it, the system is called a 
Magnetronic Reservisor. It was 
designed by the Teleregister 
Corporation. The network will 
have three identical “brain cen- 
ters” to store data. These are 
at New York, Chicago, and Los 
Angeles. Each will store space 
availability information on all 
flights. 

The new system will give 
TWA agents access to the near- 
est “brain center” by means of 
counter-top machines called 
agent sets. By pushing buttons 
and watching indicator lights, 
an agent can find out if a flight 
has available seats and can 
quickly locate alternate accom- 
modations if necessary. By op- 
erating a small lever on the set 
he can automatically notify the 
central reservation office at 
Kansas City of a sale or cancel- 
lation. 

When a flight is sold out, the 
central office can simultane- 
ously adjust the Reservisor’s 
three “brain centers” to indi- 
cate “no space available.” 

In addition to putting reser- 
vations data at the fingertips of 
each agent, the new system will 
also tell him the status of any 
flight on the current day. 


For more details, circle number 
692 on the Reader Service Card. 
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College opens computer center 


A new Electronic Digital Com- 
puter Center at Carnegie Insti- 
tute of Technology, is designed 
to aid staff and graduate stu- 
dents in their research pro- 
grams. It is also slated to pro- 
vide a low-cost computation 
facility for business, govern- 
ment agencies, and industry in 
the community. 

The central piece of equip- 
ment in the Center is a $250,- 
000 IBM magnetic drum proc- 
essing machine which is used 
with a variety of punch card 
accessory equipment. 





Shows how to profit 
at every stage of 


ELECTRONIC 
OFFICE 
OPERATIONS 


the all 
new 1956 


edition 





WORKSHOP FOR MANAGEMENT 


Use this new book to see how 
more than thirty top executives 
and management consultants 
save time, money, and personnel 
with electronic office systems. 


Each method, each application 
has been proved in practice. You 
learn exactly how to get the re- 
sults—how to eliminate the mis- 
takes that other companies ex- 
perience in their own electronic 
office operations. 


From “giant brains” to the 
smaller electronic systems — 
WORKSHOP FOR MANAGE- 
MENT gives you ready-to-use 
information that gets most ef- 
fective use from_ electronic 
equipment like UNIVAC, BIZ- 
MAC, IBM 650, and the BUR- 
ROUGHS E101. 


Partial Listing of Contents 

*% How to get maximum savings 
with electronic office equipment 

*% How to organize your company 
for an electronics operation 

*% How to speed up effective use of 
electronic office procedure 

*% What to expect in performance 
from electronic office systems 

* How to staff for electronic office 
operations 

*% How to solve the personnel 
problems involved in using of- 
fice electronics 


SEND FOR YOUR FREE 
EXAMINATION COPY TODAY 


Use coupon below 
MANAGEMENT PUBLISHING CORP. 
Suite A-26, 22 West Putnam Avenue, 

Greenwich, Connecticut 

Please send me, for a 5 day FREE 
EXAMINATION, a copy of ‘“‘Workshop 
for Management.”’ Within 5 days I will 
either send payment for $19, or return 
the book without obligation. 
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Reading skills increase 
clerical productivity 


More speed and better comprehen- 
sion can cut office overhead 


by Robert Phillips, Director 
Reading Improvement Program 


Es During the last 
five years, there has been stepped- 
up activity in reading training for 
executives. Results of this activity 
have been dramatic. Gains in read- 
ing speed from 50% to as high as 
300%, plus increased comprehen- 
sion, have been recorded in pro- 
grams as short as 12 sessions. 

The reason for this activity is 
clear. The reading load of today’s 
administrative manager has _be- 
come ponderous. In order to keep 
up with it, he must work toward 
improving his reading ability. 

Since these programs have been 
successful on an executive level, it 
would seem practical to give 
similar courses to people in the 
lower echelons of business who do 
a great deal of on-the-job reading. 
Before embarking on such a pro- 
gram, however, several questions 
must first be answered. How ef- 
fective would a reading training 
program be for clerical help? 
Would this level of employee ex- 
tract a sufficient amount of value 
from such a program? Will this 
training produce savings in time 
and money? 


Results of clerical programs 


To answer the first question, I 
will draw on some _ experiences 
which illustrate the type of reaction 
that can be expected from clerical 
reading training. One administra- 
tive assistant recently started with 
a reading speed of 200 words per 
minute. At the end of 12 sessions, 
each lasting 1-3/4 hours, his speed 
was up to 400 words per minute. 
This was accompanied by a 20% in- 
crease in comprehension. One 
secretary started her course with 
a reading speed of 150 words per 
minute. At the end of 12 sessions, 
that had been increased to 300 
words per minute—with a 22% gain 
in comprehension. 

(Continued on page 91) 
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The Egry Man 


... has been serving business as a forms and systems 
counselor since 1893. He was, and still is, an expert 
in autographic register systems. 


Today, 63 years later, the Egry man is a specialist 
in forms for all types of office machines used by modern 
business . . . particularly automatic accounting and tab- 
ulating machines and auxiliary equipment. 

The Egry man can show you Egry tabulating forms 
in a wide range of sizes, construction and paper com- 
binations; a complete line of stock forms for immediate 
shipment; imprinted, two weeks. 

He can give you a quick look at a complete line of 
tabulating auxiliary equipment like forms bursters, de- 
collaters, imprinters, transparent templates and 
punched card tab autographic registers, 

He can provide you with the latest information on 
Integrated and Electronic Data Processing. 

If you haven’t met the Egry man in your city, call 
him for a free supply of Report Covers and Tabvelopes, 
or write 


The RRR egister Company 


DAYTON 2, OHIO 
Lerpsic, OHIO * Los ANGELES 


Ecry CONTINUOUS FORMS, LTD., TORONTO ®* MONTREAL 
(Circle 679 for more information) 




















THE RECORD iS CLEAR Put it in writing... Pass along 


your thoughts... Keep a history of your performance... And KNOW that with 
NU-KOTE, your hand-written records are clear. ¢ Countless hours in the laboratory 
plus an honest pride in our work produced NU-KOTE-the first, and the only, 

pen or pencil carbon that delivers a no-smudge record copy with the merest whisper 
pressure ¢ And you'll find it lasts more than twice as long. Try it and see! 


*available in boxes, reams and register rolls, 





Convenient coupon for asample, FREE with our compliments. 


Firm Address 


& City : State 


MITTAG & VOLGER, INC., PARK RIDGE, N.J.* TELEPHONE: PARK RIDGE 6-0001 
yar) (Circle 597 for more information) 
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When applied to larger groups, 
the results have been consistently 
good. For example, at the Electron- 
ics Supply Office at the Great 
Lakes Naval Training Center, 34 
clerical employees were put 
through a reading improvement 
program. When they began, the 
median speed was 250 words per 
minute. At the end of the course 
their speed had increased to 860 
words per minute. The average in- 
crease in comprehension had risen 
from 70 to 80%. Another group of 
150 officers and civilian supervisors 
at the same installation showed an 
average improvement of 40% in 
speed and 6% in comprehension. 

The Los Angeles Chapter of the 
American Institute of Banking has 
also run a group program. Included 
in the course were stenographers, 
typists, clerks, and tellers. One 
statistical typist in the group in- 
creased speed from 150 to 400 
words per minute in 14 sessions. 


Saving time and money 


The financial benefits of a read- 
ing training program vary from 
firm to firm, and even from person 
to person. However, we have 
worked out a conservative formula 
that can be applied to the individ- 
ual case: 


HOURS SPENT READING < HOURLY PAY _ MONEY 
3 ~~ SAVED 





Our experience with thousands 
of persons shows that any one with 
normal intelligence will gain at 
least 50% in reading efficiency (a 
combination of both reading speed 
and comprehension). In many cases, 
we have found gains of 100%, 200%, 
and even 300%. This formula ap- 
plied to a $75.00 a week secretary 
who now spends 12 hours a week 
reading, would work out like this: 


12 X $2.00 _ 
= 


$8.00 A WEEK SAVINGS 


The formula can be used to de- 
termine, beforehand, if the pro- 
gram could provide economic 
benefits. Using the cost as the basis, 
an employer can determine the ap- 
proximate amount of time it will 
take him to recover his initial in- 
vestment. Other considerations to 
be evaluated before embarking on 
a program include the amount of 
time the individual actually spends 
reading, the importance of the read- 
ing that is done, and the potential 
of the employee for promotion. m/m 
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The historically invaluable documents 
filed in the Filmsort installation in 
Plymouth County are preserved and used 
through the application of the most 
modern of records systems. Microfilm 
[ and Filmsort cards 


ae combine to make re- 

cords from our historic 
[eS spast available for active 
reference without injury to the originals. 

All of the original documents affecting 
real property in Plymouth County have 
been microfilmed on 35mm film and 
filed in Aperture cards or Jackets ac- 


cording to the type of document involved. 
The records are filed chronologically in 





® 


recorded by FILMSORT 


The Filmsort application in Plymouth County, 
Massachusetts abounds in colorful and famous 
names from the earliest days in American history. 


the same order in which they were in- 
itially recorded, and are available in this 
form for public use. 


This interesting and practical Filmsort 
application is another example of the 
versatility of the Filmsort system for 
handling modern records problems. For 
engineering drawings, personnel records, 
hospital case histories, research reports 
—any large volume active file—Filmsort 
provides security, space savings and an 
active reference medium. 


For full information on Filmsort equip- 
ment, supplies and service, see your local 
Filmsort distributor. 


FILMSORT DIVISION 
DEXTER FOLDER COMPANY 
Pearl River, New York 


(Circle 648 for more information) 



































CREATED BY SECURITY STEEL 





The attributes of success in a man or a company are seldom more 


keenly etched than in the office equipment selected. 









Both embody qualities which are vital to success—efficiency, stability 


a new and dynamic conception. And because these features are basic in the 





superb line of Crestline desks, files, chairs and tables, you find them 


the choice of discerning management—Crestline bespeaks your success. 


We shall be glad to send you our newest Crestline catalogue and 


the Office Plan Rule which is a great help in arranging good work areas. 








SECURITY STEEL EQUIPMENT CORPORATION, AVENEL, NEW JERSEY 
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THIRD 





best employee 





ANNUAL 





lunch-lounge area 





place to work 


AWARD 






WINNER 














Wisconsin Electric Company 






WINNER Milwaukee, Wisconsin 






Number of employees: 4,100 











Handsomely decorated employee lounge covers approximately 4,900 square feet. The atmosphere is that of a private club. 


b } b, “us This award win- 
A superb example of how f6 ting entry epitomizes « "Best Place 
to Work.” In the opinion of the 

Editors, it is the finest example of 

dl | re an employee lunch-and-lounge 

area ever carried in this magazine. 

han © emp oyee service areas From a planning point of view, 
Wisconsin Electric showed original- 

ity in combining a variety of nec- 

essary and desirable employee 

services in a single area. This con- 

centration of facilities adds impact 

to an employee morale program, the 
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Management gets maximum mileage by 


concentrating employee facilities 


Main entrance carries this legend above the doors, 


“Dedicated to Relaxation and Health.” 





The general dining area Is L-shaped and covers approximately 6200 square feet. 
Color and lighting is keyed to enhance the appearance of food. Different size 


tables hold four, eight or ten diners. 





Dining areas and lounge are separated by folding door which 
permits the cafeteria to be concealed when not in use. 
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effect of which might otherwise 
have been dissipated. 

Located on the fifth floor of the 
Company's general offices at Mil- 
waukee, the new quarters include 
the very best in modern lunchroom 
facilities, a beautiful lounging and 
recreational area, a well-equipped 
reading room, and a special loung- 
ing room set aside for retired em- 
ployees. In addition, the new quar- 
ters provide the company’s sales 
people—who sell electric power— 
with “on-the-job” demonstration 
facilities of the most modern meth- 
ods of commercial lighting and the 
use of the latest type of electrical 
equipment for food preservation, 
preparation and cooking. 

Best measure of the success of 
the new quarters can be found in 
this statement by Mr. L. F. Seybold, 
president, who states, “Because of 
cramped quarters and a limited se- 
lection of food, the majority of em- 
ployees formerly were put to the 
inconvenience of seeking outside 
places in which to spend lunch- 
hours and off-duty time. . . . Today, 
the majority of our 1300 employees 
at the Public Service Building, as 
well as many of the 3700 employees 
located at outlying locations, have 
already made use of the new facili- 
ties.” 


The lunchroom 


Automatic elevators lead from all 
floors of the building to the fifth 
floor lobby of the “Employees’ 
Club.” Walking along a well-lighted 
and beautifully decorated corridor, 
employees pass modern washrooms 
and wardrobes on their way to the 
large cafe area which accommo- 
dates about 275 employees at one 
sitting. Meals are served from 
11 A.M. until 2 P.M. each day. 
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The veterans’ lounge is actually a handsome 
living room. This area is for the 
exclusive use of retired personnel. 


At one end of the room is a long 
expanse of stainless steel serving 
counters—one for those who want 
no more than a sandwich or salad, 
and a longer line for those who de- 
sire complete lunches. 

In addition to the main dining 
room, smaller dining rooms are 
available for special occasions. 
Each of these rooms will seat 15 
persons and may be enlarged to 
seat 30 by pushing back a folding 
partition. These are available for 
such occasions as “mid-day show- 
ers” for employees about to be mar- 
ried, special luncheons for em- 
ployees about to retire, and for 
committee meetings. 


Special dining rooms, for employee and executive use, can 
be opened up to accommodate 30—or closed by a folding 


wall to handle 15 occupants. 
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The recreational area 

From the dining area, a wide 
arch leads to the lounge where em- 
ployees relax for conversation, tele- 
vision, cards, or dancing. It contains 
a projection room from which mov- 
ies and slides can be shown if de- 
sired. A large natural fireplace and 
wood panelling provide a home- 
like atmosphere in sharp contrast to 
the working areas of the building. 

Off the lounging area, is a read- 
ing room where newspapers and 
magazines are provided. Another 
room off the main lounging area is 
set aside for the exclusive use of 
retired personnel. Comfortable 
chairs, card tables, another TV set, 
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and writing desks provide visible 
proof that Wisconsin Electric also 
remembers those who have served 
it well in the past. 


Sound conditioning 

The metal pan ceiling, through- 
out the entire Club, with its mil- 
lions of tiny holes, performs a dual 
function. In addition to air condi- 
tioning, it also sound conditions the 
entire area. It is in perfect balance. 
A speech can be heard by everyone 
in the room, and yet loud sounds 
are muted. The muting effect is par- 
ticularly noticeable in the kitchen, 
where the clatter of dishes can 
scarcely be heard. m/m 





Reading room is located directly off main lounge and covers 
680 square feet. Comfortable seating and good lighting 


provide a relaxing “quiet area.” 




















ORGANIZER 


DESKS 


for the modern office 


Shaw- Walker Work-Organizer 
Desks are guaranteed to help 
you get more done. The drawers 
organize everything from paper 
clips to records—put what’s 
needed most in easiest position 
for quickest use. 

But you must see these desks 
to experience the numerous 
work-saving economies they can 
effect for you. Now on display 
in 416 cities. 


A Built Like a 
Skyscraper” 





SHAW-WALKER 


MUSKEGON 93, MICHIGAN 


Largest Exclusive Makers of Office Equipment 
Representatives Everywhere 

















‘Circle 621 for more information) 





THE 
STURGIS 


1400-G 


vith scuff-proof 
self-leveling fiber glass 


Has a high back for the man 
who likes to be up to his 
shou lders in comfort 


POSTURE 
CHAIRS 


THE STURGIS POSTURE CHAIR COMPANY 


Sturgis, Michigan 





(Circle 624 for more information) 











Plant and office location, 
engineering, building, 
and design 


How to cut floor 


cleaning cost and time 


gum Since labor costs 
represent 90% of every cleaning dol- 
lar, the easiest way to cut cleaning 
costs is to make better utilization of 
your personnel. One way to do this 
is to provide proper equipment, so 
that a better job can be done in less 
time. 

Here’s how to quickly determine 
if your plant is operating efficiently 
in its floor maintenance program. 
Take a look at the chart below 
which compares the time needed to 
clean and maintain various floor 
areas. The examples cite three typi- 
cal methods of cleaning, for four 
different size areas. 

Assuming that you have the right 
man for the job and a good work- 
able program, regardless of what 
you are paying him, machine 
methods rapidly pay for themselves. 
The end result is far superior to 
floors cleaned manually, and ex- 


Figure 1 
= Floor area | 1 man with | 1 man with 1 man with 
figured in | deck scrub | 16’ scrubber automatic 
square feet; brush and and 13” scrubber* 
mop squeegee 
2,000 8 hrs. 3 hrs. | 18”—9.2 minutes 
30”—4.4 minutes 
60”—1.3 minutes 
10,000 40 hrs. 151% hrs. | 18”—46 minutes 
30”—22 minutes 
60”—6.5 minutes 
50,000 200 hrs. 77\2 hrs. | 18”—3.8 hours 
30”—1.8 hours 
60”—32.5 minutes 
120,000 480 hrs. 182 hrs. 18”—9.2 hours 
30”—4.4 hours 
60”—1.3 hours 











perience shows that manufacturing 
costs increase as cleanliness de- 
creases. 

In selecting floor maintenance 
equipment, you will save money by 
specifying equipment that is ca- 
pable of doing more than basic 
cleaning jobs. Versatile rotary 
equipment, for example, will do as 
many as ten different floor and rug 
maintenance jobs: scrub, polish, 
steel wool, disc, sand, buff, wax, 
grind concrete, wet shampoo rugs 
or dry scrub rugs, clean factory 
floors. 

The same is true of vacuums. One 
that can be used for either wet or 
dry pick-up on floors and rugs, plus 
dozens of off floor jobs, will pay for 
itself quickly in your over-all plant 
maintenance program, which in- 
cludes floors, walls, venetian blinds, 
overhead pipes, air vents, shelves, 
cafeterias, dispensaries, or in offices 





*This automatic machine spreads solutions, scrubs, rinses, picks-up and dries floor in a single 
operation. Last column shows comparison figures among 18”, 30”, and 60” brush spreads. 
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Tests prove that 
Globe-Wernicke’s Visible Records System 
saves up to 414 hours of clerical time per 8 
hour day, keeps your records in sight, in 
place and in order. See your G/W dealer or 
write us for full information, Dept. F-10. 





CINCINNATI 12, OHIO 
(Circle 584 for more information) 











Yes, in the big automotive 
industry, Irons and Russell 
quality jewelry products are 
making a lasting impression. 
We specialize in original de- 
signs for every type of award 
... service, sales, safety, spe- 
cial occasions of every kind. 
Whatever it is, and we even 
think them up for you, it 
will be to your advantage to 
contact us. 


Our free illustrated folder 
and further information is 
yours upon request. 


IRONS & RUSSELL COMPANY 


INDUSTRIAL DIVISION 


HH lanufaclturers Since 18 
95 Chestnut Street, Providence, R. | 
(Circle 591 for more information) 
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keeping expensive equipment free 
of dust and other foreign matter. 
Reviewing your present cleaning 
and maintenance program may help 
to keep costs down if your present 
operations are “behind the times” 
in efficiency and versatility. 

For more information on _ floor 
cleaning programs and equipment, 
circle number 698 on the Reader 
Service card. 


Driverless 


tractor used in 





warehouse 


An electronic tractor—that re- 
quires no operator—is at work in 
the food warehouse of the Fleming 
Company, Wichita, Kansas. Work- 
ing in an undeviating path, the 
tractor can pull up to 6,000 pounds 
of freight. It not only relieves man- 
power for other duties, but because 
it works on a guided path, the dan- 
ger of running off course and strip- 
ing merchandise is eliminated. 

Embedded just beneath the sur- 
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face of the warehouse concrete 
floor, a guide wire emits an elec- 
tronic signal which is sensed by the 
guidance receiver on the tractor. 
This signal guides the tractor left 
or right, and controls starting and 
stopping. A wire under a tape laid 
on the floor, or a wire strung over- 
head may also be used. There is no 
physical contact between wire and 
tractor. The electronic wire 
stretches along some 300 feet from 
the truck loading docks to the gro- 
cery and produce sections. 

This tractor has a top speed of 
more than six miles per hour, but 
generally is operated at half that 
speed. 

For more information, circle num- 
ber 696 on Reader Service Card. 





Have You Heard About . . Have You Seen 


CONVOY “Chem-Board’’* 


RIGID, PERMANENT, INEXPENSIVE 
record storage FILES 










Chem-Board Storage Files are perma- 
nent. They cost and weigh about 50% 
less than steel; cost less than some cor- 
rugated paper files. They’re shipped 
assembled, ready for use. 
NOW-—smooth, staple-free 
fronts make them suitable 
even for ‘front-office’ use. 
Available in letter, legal, 
check, deposit slip, tab card 
and many other sizes. 


*CHEM-BOARD IS RIGID- 
IZED CORRUGATED BOARD 
PROCESSED TO REMARK- 
ABLE STRENGTH. 


CONVOY, Inc. 


STATION B, BOX 716-M 
CANTON 6, OHIO : 
(Circle 567 for more 


jumping / Oxford 
-atk? ; PENDAFLEXER 
ja ends jumping up and 

down to refer to filed 


material in distant 
filing cabinets 
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¢ convenient 
e saves time 
e saves energy 


Pendaflexer can 
be wheeled alongside 
desk. Newstyle hanging 
Pendaflex folders give 
quickest reference. 


dimensions: 

28%” high, 13%” wide, 244%,” long. 
PSR RRR ESSE 
Clip coupon for catalog, name of dealer 


Oxford Filing Supply Co., Inc. 
10 Clinton Road, Garden City, N. Y. 
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What's new in pension plans 


EDITOR’S NOTE: Every three years 
Bankers Trust Company publishes a 
detailed study of industrial retirement 
plans. Because it administers 350 such 
plans, Bankers Trust is in an ideal 
position to provide this public serv- 
ice. The editors of MANAGEMENT 
METHODS have capsuled major items 
from the latest study and added our 
own interpretive comments to form 
the following article. Our purpose is 
to show how pension plans are being 
used as an increasingly important em- 
ployee relations tool. 

A copy of the complete 177-page 
Bankers Trust study may be obtained 
by circling number 680 on the Reader 
Service Card. 





=m Because today’s in- 


dustrial employee is better paid 
than ever before, he can turn more 
of his attention from the present to 
his future. This has been one of the 
causes of a new upsurge of interest 
in industrial retirement plans. 

Management has been showing 
equally increased interest in the 
values of retirement plans. It has 
been demonstrated countless times 
that a sound retirement plan bene- 
fits employee and employer alike. 

Past studies by Bankers Trust 
Company have shown industrial 
pension plans following a trend of 
liberalization. Now a new Bankers 
Trust study reveals that this trend 
is accelerating in some respects. In 
other words, pension plans are gen- 
erally becoming more so. 

The new study is based on the 


period 1953-55 and deals with re- 
tirement plans of 240 companies 
covering more than 4,000,000 em- 
ployers (about a third of all em- 
ployees covered by industrial pen- 
sion plans). 

Three-quarters of the plans 
studied are “conventional,” i.e., 
those undertaken voluntarily by 
companies. The rest are “pattern” 
plans—a standard type generally ne- 
gotiated between an_ individual 
company and one of the interna- 
tional unions. Union-industry plans 
are excluded. 


Employee coverage 


About the only aspect of pension 
plans that has reached a leveling 
plateau is the over-all percentage 
of companies whose plans cover all 
their employees. It was once com- 
mon for retirement programs to 
cover only certain employees, usu- 
ally salaried. In the Bankers Trust 
study based on the period 1950-52, 
however, 92% of the plans covered 
all employees. In the new study, 
the figure is almost identical. 

This would seem to indicate that 
practically all companies that can 
possibly make their programs all- 
inclusive have now done so. Un- 
doubtedly a factor is the wide- 
spread realization among employers 
that pension plans can be used to 
attract and hold employees at all 
levels. 

About one in four firms in the 


new study operates two or more 
plans. Thus even though the vast 
majority of companies include all 
their people under retirement cov- 
erage, benefits may vary widely 
among different employee groups. 

Many employers of unionized 
workers find it expedient to have a 
multi-plan pension structure in 
order to avoid exposing the entire 
structure to negotiation. 


Eligibility requirements 

One of the fastest moving trends 
is the liberalization of retirement 
plan eligibility requirements. Of 
the pattern plans studied, 53% re- 
quire less than 15 years of service 
as a prerequisite for a pension, com- 
pared with 41% in the previous 
study. Of the conventional plans ~ 
covered, 29% (earlier study: 21%) 
now operate with no membership 
requirements at all; any bona fide 
employee is included, regardless of 
his age or length of service. 

Among the companies that do 
maintain an age requirement, the 
trend is toward a reduction in the 
age. 

This liberalization means that 
pension plans are being made pro- 
gressively more attractive to em- 
ployees. From the employer's point 
of view, the cost of lowering eligi- 
bility requirements is likely to be 
low because of turnover. Thus both 
employee and employer have much 
to gain from the liberalization, and 
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These facts and figures will 
help decide whether your 
company’s pension plan has 


kept pace. 


the employer has very little to lose. 


Normal retirement age 

Despite widespread interest in 
the topic of retirement age, the 
study shows that the customary age 
of 65 remains dominant. In all of 
the pattern plans studied, 65 is the 
normal retirement age, i.e., the 
earliest age at which an employee 
may retire on a normal pension. But 
only 27% of these plans torce an em- 
ployee to retire at this age; the rest 
either have no compulsory retire- 
ment age or specify a mandatory 
age later than 65. For conventional 
plans, the picture is about the same. 

Psychologists and physicians have 
made clear the fact that different 
people are ready for retirement at 
different ages. Why then the gen- 
eral adherence to the retire-at-65 
tradition? One answer is that few 
firms have been able to apply an 
accurate measuring stick to deter- 
mine when an employee is too old 
to work. Rather than risk the in- 
equities of attempting to judge each 
case on its own merits, they follow 
the accepted standard. 

Another reason is that encourag- 
ing employees to retire at 65 or soon 
thereafter provides younger men 
with opportunities to move up into 
bigger jobs. The policy automati- 
cally creates upper echelon vacan- 
cies which usually set off a bottom- 
to-top advancement process. 

(Continued on page 100) 
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How can your office get 
@peak period and rush 

work done without add, 

ing permanent staff? 


Call your local 
eManpower, Inc. office 


for TEMPORARY HELP: 


e TYPISTS 

e STENOS 

e OFFICE WORKERS 
Use our bonded, insured 
employees as long as you 
need them... 4 hrs., a 


day, a week or longer at 
low hourly rates. 


over 90 offices from coast to coast 





Us at the N.Y. NATIONAL BUSINESS SHOW — October 15-18 — Booth 105E 
(Circle 654 for more information) 








SIPACISFINDER FILES REALLY 
SAVE TIME, S!P2\C!5 & MONEY 


Independent surveys comparing shelf and 
drawer filing show approximately 50% sav- 
ings in personnel TIME. No time wasted 
opening, closing drawers. 
Spacefinder doors give shelf 
work surface. 







Surveys also show 42-50% 
floor SPACE savings due to 
greater capacity. Only 30- 
inch aisles are needed. 


When you save valuable 
space and costly labor, you 
save MONEY. Doors protect 
against dust, dirt and fire, 
and Spacefinders, since they 
are welded, can be moved 
with contents intact. 


Tab Products Co., 57 Post Street, San Francisco 4. 
© Send complete information on Spacefinder Files. 
C (FOR PUNCHED CARD USERS) Send Catalog 7 

ig your plete line of tabulating 
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LAMSON AIRTUBE AUTOMATIC 
SWITCH SYSTEM REDUCES 


COMMUNICATIONS TIME TO SECONDS! 


@ So. Fabricating—690% 


Lithogrephing— 330° 
@ Maintenance-— 1030 


Receiving— 260 


er 


Shipping—300 


Oftice—34)’ 





leading to the correct stati 





and Plant. 


In 300,000 Sq. Ft. Plant! 


Huge as the J. L. Clark plant is, Lamson’s Airtube Automatic Switch System 


has brought the farthest departments only seconds away from each other. 


Lamson has reduced hourly trips to merely 1 or 2 daily to handle bulky items. 
The handling of correspondence, time cards, instruction sheets, shipping schedules, 
receiving slips, memorandums and requisitions between departments has increased 
in speed and efficiency. Executives save valuable hours of “between office” time. 
Supervisors can devote more time to “on the job” supervision because they’re 


freed from message carrying. 


Lamson Airtube carriers . . .. also bearing small product samples and tools . . 


automatically discharge at any pre-determined station. The correct station number 


is dialed by turning the bands on the carrier. 


For complete details as to how Lamson can improve the speed and 
efficiency of communications in your plant, MAIL THIS COUPON TODAY. 













Lamson Corporation, 

875° Lamson Street, Syracuse, New York 

Please send me a free copy of “‘Lamson Airtube Automatic 
Switch System’’ Bulletin. 














NAME TITLE 
Plants in Syracuse COMPANY. 
and San Francisco ADDRESS. 
Offices in Principal 
Cities CITY. ZONE STATE 
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The ome photograph shows the locations of 

f the Airtube system and their 
pvr from a monitor at the vast J. L. Clark 
Manufacturing Co., Rockford, Ill. Distances shown 
in air feet. Walking distances are much greater. 
Every carrier passes through the monitor . . . the 
automatic central switching point. The monitor 
automatically deflects the carrier into the — 


t The 
the left show typical Airtube stations in Office 
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Early retirement 
Although 65 is the standard age 


for normal retirement, an increased 
number of plans now include pro- 
vision for retirement before age 65 
under certain circumstances. One 
of these circumstances is disability 
(see box). 

Another, however, is the em- 
ployee’s own election to retire early 
on a reduced pension, usually the 
actuarial equivalent of his accrued 
pension. Of the conventional plans 
covered, 92% provide for this kind 
of regular early retirement (as 
against 84% in the previous study). 
Variable requirements are company 
consent, a minimum length of cred- 
ited service, and a minimum age (as 
low as age 50 for those firms that 
use this as a requirement). 

Seventy per cent of the pattern 
plans provide for regular early re- 
tirement, subject to consent, serv- 
ice, and age requirements. 

Despite the liberalization in 
early retirement provisions, man- 
agement usually maintains control 
through the consent clause. Thus, 
whenever an employee’s retirement 
would be contrary to the interests 
of the company, retirement does not 
take place. On the other hand, early 
retirement provisions offer an equi- 
table means of weeding out em- 
ployees who are ready for retire- 
ment before the standard normal 
retirement age. A person whose 
output is declining at age 60, for 
example, can be encouraged to 
leave the company on a somewhat 
smaller pension and supplement his 
income through less strenuous or 
part-time work. There are many 
circumstances when early retire- 
ment is of mutual benefit to em- 
ployer and employee. 


Vesting 

An employee has a “vested” 
right in a pension plan if he can 
leave the service of his employer 
without forfeiting his accrued pen- 
sion. Until the last few years, early 
retirement provisions were prac- 
tically the only form of vesting 
found in pattern plans. Now this 
picture is changing. In the new 
Bankers Trust study, 27% of the pat- 
tern plans have special vesting pro- 
visions. 

Vesting provisions have been 
common in conventional plans for 
some time. About 74% of these plans 
in the new study now provide some 
form of vesting; this is about the 
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same percentage found in the 
1950-52 study. 

Vesting, of course, is attractive to 
the employee; it frees him from the 
feeling that he is bound to a com- 
pany for life. But since vesting pro- 
visions almost always carry age or 
service requirements, they do not 
greatly reduce the incentive for 
valuable employees to stay on the 


job. 


Employee contributions 


The trend in conventional plans 
is toward full contribution by the 





SOCIAL SECURITY CHANGES 
AFFECT PENSION PLAN 


Employers should review recent So- 
cial Security amendments to determine 
whether their pension plans are in line. 

One amendment provides that a 
worker of age 50 who becomes totally 
and permanently disabled may re- 
ceive the full Social Security benefits 
that he would otherwise obtain at age 
65. This change takes effect next July 1. 

Another reduces retirement age for 
women workers. Most pension plans 
stipulate 65 as normal retirement age 
for both men and women. But begin- 
ning the first of next month, women 
workers under Social Security (as well 
as wives of retired workers, widows and 
dependent mothers of deceased work- 
ers) can begin receiving benefits at age 
62. 

In many cases, employees will re- 
ceive the full value of these and other 
Social Security changes only if the 
pension plans under which they work 
are adjusted accordingly. 





employer. The 1948-50 Bankers 
Trust study and the 1950-52 study 
showed 35% of the conventional 
plans covered were non-contribu- 
tory for employees. The figure in 
the new study is 45%. 

Significantly, the study shows a 
decline in the type of pension plan 
in which the employer makes the 
full contribution only up to a cer- 
tain employee earning level. An ex- 
ample of such a plan is where the 
employer contributes fully on earn- 
ings up to $3,600 and the employee 
makes a contribution on earnings 
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From factory space to wood-paneled 
offices quickly and economically with 
Weldwood Movable Partitions 





Faced with a shortage of offices, the A 


urora Pump Company, of Aurora, IIl., used 


Korina and Natural Birch Weldwood Movable Partitions to turn idle factory space 
into extra offices. It’s hard to believe this corridor was formerly factory space. Real 
wood-faced partitions end painting and redecorating... need only an occasional 


waxing to stay beautiful forever. 





Exclusive metal-key joining system keeps 
Weldwood Movable Partitions a solid 
wall—yet allows them to be moved or re- 
arranged overnight. Partitions have an 
incombustible Weldrok ® ‘core. 


Distributor: Hartmann-Sanders Co., Inc. 


2 





This is Korina®—a blond hardwood. 
Matching Weldwood flush doors carry 
out décor. Weldwood Movable Partitions 
also come in oak, birch, mahogany and 
other fine woods. 


Send coupon for specifications and installation data. Or 
see Weldwood Movable Partitions at any of our 87 offices 
in principal cities. In Canada: Weldwood Plywood, Ltd. 


Weldwood’ 
MOVABLE PARTITIONS 


A product of 
UNITED STATES PLYWOOD CORPORATION 
Weldwood—The Best Known Name in 
Plywood 


United States Plywood Corporation 
Weldwood Bldg., 55 W. 44th St., N. Y. 36, N. Y. 


Send me information on Weldwood Movable 


Partitions. MM10-56 
SU c p's.0 04 0.ccs cantndha todeke eer eae lene ° 
. 
POS sie: nwid aa eps Wao oT sland Rule a aa oes ° 
. 
TSS 643 0 2 0) «oon aoe toe ee eee ©. 
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Lider. 


BLUE PRINT RACK 









& 


TEES 


Potents Pending 
5 Ft. Hi., 4 Ft. Wd., 3 Ft. Dp. 


$94.50 F.0.B. Chicago, Ill. 
per Unit including 12 Plan Holders 


20 Exclusive Features including 


@ No Holes to Punch... Replace Any 
Sheet without removing other sheets. 

@ Just Glide In... Glide Out. 

@ Holds Various Sizes of Prints and 
Thicknesses of Sets 

@ Can Hold as Many as 1500 Prints 

@ PLUS 16 MORE FEATURES 

Order Your Glider 

Blue Print Rack Today 

or Write for Illustrated Brochure 


M@MAR 
INDUSTRIES 
4323 W. 32nd St., Chicago 23, Ill. 
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DenteT Reems reese 4 


PLAIN OR PRINTED TO 
FIT YOUR SPECIAL NEEDS 


- . Smith im 


PROJECTING SIGNALS ~ 
Quality—Size 
— Service 

- Rigs 


Save time and work by flagging vital 
information with easy-to-use Smith 
Signals on original records... Larger 
sizes enable you to apply signals to 
double top folders, pressboard items as 
well as cards or letter paper. 








Smith Signals are sturdier, last longer. 
Made of hard tempered steel, the jaws 
have stronger grip. 


Available in %” to 2” widths. Choice 

of 12 plain colors or printed alphabet- 
ically, by numbers, months or states. 

Special imprinting available. 


See your office supply dealer 





or write 








CHARLES C. SMITH, INC. 


EXETER, NEBRASKA 











For more than 50 years, a complete line 
of time-saving signals and indexes 
SE 5h 
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above that figure. The decline in 
such plans using the $3,600 figure 
is shown to be frem 16% of the con- 
ventional plans covered in the 
1950-52 study, to 7% in the new 
study.® 

Employee contributions are not 
a significant factor under pattern 
plans, since employee contributions 
are neither required or permitted. 
However, in rare instances noted in 
the new study, employees covered 
by pattern plans are given the op- 
portunity to make contributions to 
supplementary conventional plans. 

Clearly, the trend to make con- 
ventional plans non-contributory 
stems from management’s desire to 
increase the take-home pay of lower 
echelon employees. The added cost 
is offset by such advantages as the 
elimination of paperwork involved 
in deducting employee contribu- 
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tions and maintaining records. 
More important, the Internal Rev- 
enue Code makes cofmpany con- 
tributions to pension funds wholly 
tax deductible. 


Pension benefits 

In pattern plans, there is a con- 
tinuing trend toward using a re- 
tirement benefit formula providing 
a flat benefit for each year of cred- 
ited service, independent of social 
security benefits. Forty per cent of 
the plans covered in the 1950-52 
study used this criteria, 66% in the 
new study. 

In conventional plans, there has 





* In the feature, “Profile of a New 
Kind of Manager” in this issue is a 
description of an uncommon but inter- 
esting form of retirement and bonus 
plan—where the employer makes all 
contributions but where the employ- 
ees make additional contributions on 
a voluntary basis. See page 106. 








SYVTRON 


PAPER 
JOGGERS 


PJ-4 — Small port- 
able vibrating paper 
jogger with built in 
variable control of 
power. 

Ideal for jogging 
paper—as vibratory 
packer or in dental 
Laboratory. 
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BTJ-15 — Single 
action bin Type Jog- 
ger. Adaptable to 
shop or office. Auto- 
matically aligns 


stock to perfect 
register. Bin remov- 
able to provide 


Table desk model. 


TPJ-22 — Heavy- 
duty jogger used 
where heavy lifts of 
large sheets are in- 
volved. Provided 
with rubber-tire cas- 
ters for easy moving. 








Controller 
mounted on base. 


SYNTRON COMPANY 


592 Lexington Ave. Homer City, Penna 
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"/ love my New Order Desk, 
| find or file an Order or a 
Master in Seconds! 
My Boss is in better humor, too. 
Before | was on my feet as much 
as at my desk” 








WASSELL CORRES-FILE ® 

ORDER DESKS 
give finger tip control of all records. 
Cards and correspondence or orders 
can be mixed, All records instantly 
available. PATENTED 


que DESCRIPTIVE CATALOG 


Effective Tools for 
Effective Management 


WASSELL ORGANIZATION, INC. 
Westport, Conn. 
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been a continued move toward 


plans that relate benefits to com- 
pensation in the final years of serv- 
ice. “Final pay” plans have the ad- 
vantage of relating benefits more 





closely to the standard and cost of 
living of an employee at the time 
of retirement. Of the conventional 
plans in the new study, 38% provide 
benefits based, in whole or in part, 
on compensation in an employee's 
final years of service, compared 
with 28% in the previous study. 

All of the pattern plans in the 
new study have minimum pension 
provisions of one kind or another 
but there has been a decrease in 
the percentage of conventional 
plans with set minimums (from 63% 
in the last study to 44% in the new 
one). Regarding maximum persion 
limitations, three-quarters of the 
pattern plans studied have auto- 
matic limits on the size of pension 
an employe can obtain. The trend 
in conventional plans, however, is 
toward liberalization or elimination 
of maximums. This trend is not 
new; it was observed in each of the 
past three Bankers Trust studies. 

One reason some companies are 
eliminating maximum limitations on 
pensions is so that they can defer 
income for key employees who are 
subject to high income taxes. Pen- 
sion plans afford a ready-made 
method to accomplish this, and thus 
to reward high-salaried executives 
and retain their services. This 
method has the advantage of an 
established tax status which is not 
open to question. 

All in all, the new Bankers Trust 
study shows this: 

Changes and refinements in pen- 
sions plans are making them a bet- 
ter buy for management, and a 
better deal for employees. m/m 
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SPEED PAPERWORK! CUT DUPLICATING COSTS 


wt KEROGRAPHY 


Copy onto masters for any of these duplicating processes 


OFFSET «e SPIRIT’ e DIAZO 





New developments in xerography 


make it the one, all-purpose, fast 
and economical process for copying 
anything written, typed, printed or 
drawn, onto different types of 
masters for duplicating, at low cost. 

Now you can copy subjects like 
those shown above onto offset paper 
masters, pre-sensitized positive 
working metal masters, spirit (*or 
other fluid-type masters), translu- 
cent masters, by this versatile, photo- 


WRIT 


THE HALOID COMPANY 
56-10X HALOID STREET, ROCHESTER 3, NEW YORK 
BRANCH OFFICES IN PRINCIPAL U.S. CITIES AND TORONTO 


XEROGRAPHY 


( ZE-ROG-RA-FEE) 


SAVE time 


AND MONEY 


WITH 


XEROGRAPHY— 


the one, 
all-purpose, fast, 
economical 
process for 
copying subjects 
like these onto 
masters for 
duplicating by 
offset, spirit 


or diazo. 


exact, dry, electrostatic process. 

Versatile xerography provides the 
solution to your copying needs. 
Original copy can be enlarged, re- 
duced or made same size. Masters 
can be made from opaque originals 
or from copy on both sides. Only 
with XeroX® copying equipment 
can you prepare masters for many 
types of duplicating with one quick, 
economical process. Xerography 
for speed and savings! 


for “proof of performance” folders showing how xerography is saving time 
and thousands of dollars for companies of all kinds, large and small. 





The fastest, cheapest, most versatile way to make masters for duplice 
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of time, but not an undue amount be- 
cause we consider planning the pri- 
mary management function at Bell & 
Howell. We have organized ourselves 
and delegated our work in such a way 
that we now have time to spend for 
planning. 


Q. Is it correct to say that your 
management boards have replaced 


B&H METHODS 


Delegate to lowest level 


Step in only where problems 
warrant 


Tap optimum capabilities of ev- 

eryone 
® Under the management strategy 
that is now in effect at Bell & 
Howell Co., delegation of responsi- 
bility and authority is not con- 
sidered merely a good idea to be 
applied when convenient. Delega- 
tion is held as a primary factor in 
the company’s management prac- 
tice. It is applied throughout the 
organization, from top to bottom. 
Because it is practiced religiously, 
executives have been able to re- 
move up to 90% of the routine work 
from their desks. Furthermore, by 


(continued from page 47) 


a more conventional type of line 
and staff organization? 


PERCY: No, that is not true. Our 
boards have become a device for over- 
coming the specialization that tends 
to divorce the outlook of operating ex- 
perts in engineering, for example, 
from those of experts in sales or manu- 
facturing. The boards don’t take major 


delegating decision-making to the 
lowest possible level, everyone at 
B&H—workers and management 
alike—is provided with an oppor- 
tunity to play as big a role as his 
capabilities allow. 

Bell & Howell uses a practice of 
management by exception to make 
its policy of delegation work. 
Whereas participative management 
in the company is used at the high- 
est levels to get everyone into the 
act, management by exception is 
used at all other levels to get man- 
agement people out of the act. 


How It Works: Under the arrange- 
ment, heads of manufacturing, mer- 
chandising and all other operating 
divisions function as_ individual 
presidents in running their own op- 


Executive VP Roberts: 


"Over the past 

few years we have 
varied only 
slightly from our 
forecast budgets." 


planning chores out of the operating 
peoples’ hands. By design, they do not 
become substitutes for the regular 
line and staff organization. Each divi- 
sion head is responsible for meeting 
division objectives. The boards are 
superimposed on the operating or- 
ganization as a device to make pos- 
sible wider inter-divisional participa- 
tion by top management. 


erations and meeting their indi- 
vidual goals. They have a com- 
pletely free hand, provided only 
that they stay within the scope of 
company policy and remain on 
course with regard to the 60-month 
goals that have been set. 

Division heads, in turn, delegate 
as much as possible of their deci- 
sion-making responsibility to those 
under them, retaining only major 
planning and other top administra- 
tive duties. The process of delega- 
tion continues on a step-down basis 
and is given official recognition. 
For example, in most organizations 
clerks, secretaries and _ stenog- 
raphers do many jobs not officially 
assigned or credited to them. At 
Bell & Howell every effort is made 
to recognize responsibility as- 
sumed and to credit initiative both 
in job status and pay. Thus a 
stenographer who takes over re- 
sponsibility for records mainte- 
nance in a department has her title 
and salary changed accordingly. As 
a result, the delegation of responsi- 
bility means added opportunity and 
employees are eager to increase the 
scope of their jobs. Foremen at Bell 
& Howell are truly members of 
management in responsibility and 
authority, making their own deci- 
sions, doing their own hiring and 
running their departments as their 
own businesses within the limita- 
tions of company policy and their 
departmental budget. 

Once responsibility has been as- 
signed to a person under B&H 
practice of management by excep- 
tion, he needs no additional author- 
ity from a higher level unless an ex- 
ception must be made because of 
changing circumstances, or there is 
a breakdown or his operation gets 
out of control. 
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Only when such exceptions occur 
does management step in to help 
correct the situation. 


HLiccrTim ; 


Q. By delegating to the very low- 
est possible level, do you experi- 
ence a larger number of mistakes 
or poorer decisions than would be 
the case if the decisions were made 
at something above the lowest pos- 
sible level? 

Percy: Of course we could cite 
examples of mistakes and poor deci- 
sions. But these are no more prevalent 
—and we think they are less prevalent 


Give employees all the facts 


Hold “annual meeting” for em- 

ployees 

Obtain workers’ opinions 

When discussing Bell & Howell 
Co.’s_ strong emphasis on keep- 
ing employees informed, President 
Charles Percy refers to an incident 
that took place sixteen years ago. 
Percy was a part-time employee of 
the company then (while in col- 
lege), and spent one period in cam- 





—than they would be if we kept deci- 
sion-making at the higher levels. It 
has been our experience, however, 
that the person best qualified to make 
a decision on a given situation or 
problem is the person right there on 
the job. He may have his own par- 
ticular way of dealing with a situation 
that is different from everybody else’s 
way, but he is most familiar with the 
problem and for him, his own way of 
solving it is best. 


Q. What is your procedure when 
you put your faith in someone to 
handle responsibility and he falls 
down on the job? 


PERCY: The action management 
takes depends upon the reason why 
he has fallen down on the job. It may 
be because management has given 
him a poor plan to work with or be- 
cause of changed circumstances which 
have affected the plan. In these cases, 
meetings will be undertaken immedi- 
ately to correct the plan. If the prob- 
lem lies with the person himself— 
whether he is a manager, supervisor or 
worker—we give him a second chance 
to prove himself whenever it is pos- 
sible to do so. Occasionally, it is neces- 
sary to move him back to a less re- 
sponsible job, or even ask him to leave 
the company. 


NNING THROUGH COMMUNICATIONS 


era assembly. A co-worker turned 
to him one day, holding a camera in 
his hand, and said cynically: “Look 
at this camera, Chuck. The cus- 
tomer pays $100 for it and I’ve got 
it figured out that it only costs the 
company 15 bucks to make. The 
rest is all profit.” 

Years later Percy finally saw the 
actual cost figures on the camera; 
he discovered to his amazement 
that the profit margin was 8%, not 
85%. 























President Percy: 





























"We have organized 
ourselves in 








such a way that 








we now have time 











for planning." 






























Says he: “I decided then that if 
I ever had the chance I would talk 
frankly and openly about financial 
matters within the organization.” 

Percy has followed through on 
his decision. Today Bell & Howell 
maintains a constant flow of infor- 
mation to employees, both through 
a formalized program and by the 
use of informal, indirect methods. 
Some of the information that is 
distributed freely to employees 
throughout the organization, and 
more that goes to long-time em- 
ployees, would be handled as care- 
fully guarded, highly confidential 
material in most other companies. 


Family Night: One communication 
method used is a Family Night pro- 
gram, held annually for employees 
at B&H’s Chicago plants as well as 
its film plant in Rochester, N.Y. 
Family Night follows a pattern 
somewhat similar to an annual 
meeting for shareholders, and is 
based on the theory that people 
who are investing their lives in a 
business are equally as interested in 
its operation as those who are in- 
vesting their money. Attendance 
figures at Family Night over the 
past seven years prove the point. 
Although there is no obligation to 
attend, a majority bring their wives 
or other members of their families. 

Extensive planning goes into the 
Family Nights. No expense is 
spared to make it an evening of fun 
and entertainment, but each year a 
half hour is devoted to Mr. Percy’s 














report to employees, his interpreta- 
tion of the company’s financial po- 
sition, results of the past year and 
plans for the future. 

“We talk profits,” says Percy, 
“and we never speak defensively. 
Year after year we try to prove to 
B&H people that it is good for them 
as well as good for the company to 
earn a reasonable profit. In many 
different ways we ask the questions, 
‘How would you like to work for a 
company that did not earn good 
profits? Would you feel a sense of 
job security? Would you have con- 
fidence in the company manage- 
ment? Would you feel that you had 
opportunity for the future?’ We tell 
our employees that we are proud 
when we make profits and ashamed 
when we don't.” 


Other Methods: Many other pro- 
grams are part of B&H’s constant 
effort to keep people informed. In 
the area of management communi- 
cation, monthly “executive” meet- 
ings are held, attended by some 300 
executives, supervisors and shop 
foremen. They see and hear a care- 
fully prepared presentation on im- 
portant company problems and 
programs. These meetings are used 
as a means of informing the entire 
management group of pending 
changes or actions before word is 
passed along to the employee group 


‘and the public. 


The company’s bi-monthly publi- 
cation, The Finder, is used for man- 
agement communication with em- 
ployees in addition to the general 
employee and company news. Each 
issue contains a column by Presi- 
dent Percy called “As I See It,” cov- 
ering over-all company policies and 
philosophies in straightforward lan- 
guage. 

Frequent letters are sent to em- 
ployees at their homes. In most 
cases, really important news, such 
as the announcement of a new 
product or the acquisition of an in- 
terest in another concern, is first 
given to the management group, 
then followed by a letter to em- 
ployees, and only then released to 
the press and the public. 


Special Projects: Under unusual 
circumstances, special, supplemen- 
tary communications projects may 
be undertaken. An example was the 


introduction of a new profit shar- 
ing plan two years ago (see details 
of plan in next section). Some of the 
details of the plan are complex, and 
the B&H top management wanted 
to make certain that every em- 
ployee understood these details 
thoroughly. 

To achieve this understanding, 
detailed instruction material was 
prepared and a special training 
program worked out. The entire 
executive staff was trained in pre- 
senting the material. Each execu- 
tive then gave a detailed explana- 
tion to a small group of department 
heads and foremen. These super- 
visors, in turn, told the story in 
face-to-face meetings with their 
employees, answering questions 
fully. 

The presentation was _ supple- 
mented by Finder articles, bulle- 
tins, and letters to employees’ 
homes. 

“The plan was not a simple one 
to grasp,” says Executive Vice Presi- 
dent Roberts. “It needed and it got 
careful and complete explanation. 
As a result it was enthusiastically 
received and 94% of our employees 
signed up to make voluntary con- 
tributions to the plan.” 


Q. Can you directly attribute suc- 
cess in meeting your profit goals to 
your emphasis on keeping people 


Relate pay directly to output 

Set up liberal profit participa- 

tion 

Help employees plan for retire- 

ment 

Profit sharing is part of Bell & 
Howell Co.’s underlying effort to 
make every employee feel that, by 
working for this company, he is in 
a sense in business for himself. 

Under the provisions of the plan, 
the company turns over to the 
trustees of the profit sharing fund 
each year 20% of net operating 
profits before taxes. The only 
prerequisite to this contribution is 


in your company informed? 

PERCY: There is no way to actually 
measure the results of our communi- 
cations programs. But we are thor- 
oughly convinced that when the or- 
ganization, from top to bottom, under- 
stands the over-all aims, objectives, 
problems, hopes and aspirations of the 
company, everyone does a better job 
of carrying out the company program. 

You know, it is often said that “big 
business” has a competitive advantage 
over small and medium sized con- 
cerns. Big companies, to be sure, do 
enjoy certain advantages, but smaller 
companies also have inherent advan- 
tages. One key advantage in smaller 
firms is management's ability to meet 
face-to-face with every member of the 
organization and his family. 


Q. You have a thorough program 
of management communication 
with employees, but do you pro- 
vide a means for employees to 
communicate back up to manage- 
ment? 

W. L. JOHNSON (Vice President, In- 
dustrial Relations): We use many 
methods. For one thing, we conduct 
periodic employee opinion surveys to 
find out how people feel about the 
company as a whole, as well as about 
specific programs and policies. We 
often solicit employee suggestions on 
matters of general interest or when 
bottlenecks occur. All top manage- 
ment personnel encourage anyone 
with a serious problem to bring it 
directly to us if he can’t get it solved 
by his superior or the Personnel Divi- 
sion. 


that a 5% return must have been 
earned on the stockholders’ invest- 
ment. 

Employees enjoy the fruits of 
profit participation whether or not 
they choose to make their own con- 
tributions to the fund. And when 
an employee authorizes payroll de- 
ductions for the fund of a minimum 
of 2% to a maximum of 6% of his 
paycheck, the company contributes 
an additional 1% in his name. More 
than nine-tenths of the employees 
take advantage of this added means 
of profit participation. 


(Continued on page 109) 
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many accuracy controls built into every 
Marchant calculator. Anyone in your 
office — after brief instruction — can 
operate a Marchant efficiently. 
Marchant has always led the field in 
developing calculators with unmatched 
speed and simplicity of operation. Add 
these advantages to Marchant’s exclu- 
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is maximum figurework output with a 
minimum of operator time and effort. 
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Pe ae 


Some of the members of B&H’s Research Board discuss a new product Idea: (I to r) Engineering Vice President M. G. 
Townsley, Treasurer J. P. Buchan, Head of Product Planning R. D. Higgins, and Executive Vice President Roberts. 


The profit sharing fund, including 
accrued interest on investments, 
serves to provide employees with 
both an annual profit sharing bonus 
and with retirement income. 

The cash bonuses—paid just be- 
fore Christmas—are substantial. 
The Christmas bonus has first call 
on the profit sharing fund, the 
amount of the individual bonus de- 
pending upon the employee’s wage 
or salary level and seniority. 

The profit sharing fund is divided 
as follows: First, the cash Christ- 
mas bonuses are paid and, second, 
a “booster contribution” of 1% of 
salary for all employees who choose 
to contribute from 2% to 6% to build 
their retirement accounts. The bal- 
ance of the fund is then divided 
among the individual accounts on a 
point basis. Points are computed on 
salary and seniority, an employee 
earning one point for each $100 of 
annual salary or, for example, 50 
salary points for $5,000 salary. Sen- 
iority points equal 4% of salary 
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points for each year up to 25. Thus 
10 years would give an employee 
an additional 40% of the 50 salary 
points, or 20 seniority points, adding 
up to a total of 70 points. 

The value of the point, of course, 
is the total amount of profit sharing 
for the year (20% of operating 
profits before taxes), minus the 
Christmas bonus and “booster” con- 
tributions, divided by the total 
salary and seniority points for all 
employees. In 1955 the point was 
$4.17, netting the employee with 
10 years seniority and $5,000 an- 
nual salary $292 as his share. 

Added to the sum are his own con- 
tributions, plus the company contri- 
butions of 1% of his annual salary if 
he is a contributor, his Christmas 
bonus of $154 (paid in cash), plus 
his share of the earnings (interest 
and dividends) of the fund and the 
“remainders.” Remainders are funds 
left by employees who leave the 
company before they have 100% 
vested interested in their accounts. 


(They earn 10% vested interest per 
year, receive the entire amount up- 
on leaving after 10 years. At any 
time, of course, they receive the 
entire amount of their own contri- 
butions.) 

Last year over a million dollars 
was added to the fund by the com- 
pany. Each employee receives a 
statement of his account in April 
itemizing the amount transferred 
from previous years and amounts 
added for the current year. 


Retirement income: The retire- 
ment planning aspects of the profit 
sharing plan are considered by 
B&H management to be more im- 
portant as an incentive for workers 
than the more immediate benefits 
of the bonuses. Consciously or sub- 
consciously, say the company’s ex- 
ecutives, almost every person is 
deeply concerned about the finan- 
cial security he hopes to have in 
later years. 


Retirement training: Despite the 























importance B&H attaches to its pro- 
gram of providing retirement in- 
come for employees, B&H looks at 
its program realistically. The com- 
pany admits that simply providing 
a certain amount of income for re- 
tirement is not a panacea that solves 
all retirement problems. 

To cover the shortcomings, B&H 
has devised and put into effect a 
program of training employees for 
retirement. It is one of the leading 
retirement training programs in 
American industry. Often a B&H 
worker or executive begins taking 
part in the program 15 or more 
years before his tentative retire- 
ment date. 

The program consists of a series 
of 11 weekly seminars conducted 
several times each year by Indus- 
trial Relations Vice President Wil- 
liam L. Johnson. Each year’s group 
consists of about 25 people—em- 
ployees and their wives. In discus- 
sions led by Vice President John- 
son or a guest speaker (i.e., a 
representative of the Social Security 


Have employees rate them- 
selves 


Set specific improvement goals 
Measure group performance 


* Soon after Charles Percy be- 
came president of Bell & Howell 
Co. in 1949, he began making in- 
formal surveys of employees’ atti- 
tudes. He found that one of the 
most common problems among 
workers was that they didn’t know 
where they stood with their bosses 
—and thus with the company. 

To overcome this problem—and 
to boost worker output and thus 
profits—a program was devised to let 
people know where they stand, and 
exactly how they are doing. Per- 
formance rating is conducted on 
both an individual basis and on a 
divisional and work group basis. 
Individual ratings: The first step 
in individual performance rating is 
for each person to rate himself. 
This process takes place at least 
once a year, and usually every six 
months for most employees. 


(continued from page 109) 


Administration), the groups cover 
all aspects of retirement planning: 
health, housing, finances, proper 
use of the free time retirement pro- 
vides, as well as psychological, hu- 
man relations and family problems 
of older people. 

The company has put into effect 
a firm policy of retirement no later 
than at age 68. Employees who re- 
main working after age 65 will be 
required to take a full month’s leave 
of absence after the first year, two 
months the second year, and three 
months the third. These leaves of 
absence are in addition to the regu- 
lar vacation period. This policy is 
slated to take full effect in 1958. 


QUESTIONS BY THE EDITORS 


Q. When annual profit sharing 
bonuses are paid out to employees 
year after year, don’t they become 
an expected routine, and loose their 
effectiveness as an incentive? 

J. N. LATTER (Controller): No, be- 
cause our employees understand that 
there is nothing inevitable about the 


Standard rating forms are used. 
Each person indicates the areas of 
his own work in which he feels he 
is turning in acceptable perform- 
ance, the areas in which he feels he 
is particularly strong, and the areas 
where he feels he is weak and needs 
to concentrate his efforts for im- 
provement. 

At the same time he is rating him- 
self, the employee is rated in a simi- 
lar way by his direct superior. Then, 
in an informal meeting between 
employee and superior, the ratings 
are compared. In most cases, the 
ratings agree, at least on major 
points. The employee’s perform- 
ance is discussed and a plan of ac- 
tion is worked out for overcoming 
weaknesses. Specific development 
goals are set whenever possible. 

The biggest advantage of the ar- 
rangement is that it overcomes the 
main drawback of the ordinary per- 
formance interview. The superior is 
not in the often awkward positon 
of telling a subordinate what's 
wrong with his work. The em- 


bonus—it depends upon our making a 
profit. Also because the bonus is based 
on a percentage of salary, the percen- 
tage rising with seniority, individual 
bonuses increase each year for most 
employees. But the cash bonus is only 
one part of profit sharing, and we be- 
lieve that the amounts credited to the 
individual profit sharing retirement 
accounts each year provide the more 
effective incentive. These amounts, of 
course, are directly related to the size 
of company earnings. 


Q. Are the retirement planning 
seminars held on company time or 
after hours? 

W. L. JOHNSON (Vice President, In- 
dustrial Relations): The seminars are 
held from 3:30 to 5:00 p.m. 


Q. Is attendance required at the re- 
tirement planning seminars, or do 
older workers attend of their own 
volition? 

jounson: Attendance is voluntary. 
Employees over 50 are invited to at- 
tend and bring their wives or hus- 
bands. Evidence of the effectiveness 
of the program is that the number of 
voluntary retirements has tripled. 


ployee, as a result of the self-analy- 
sis he makes in rating himself, al- 
ready realizes where he is weak and 
where he is strong. Since this is pre- 
determined, the interview is de- 
voted primarily to finding ways to 
overcome weaknesses—and, where- 
ever possible, the superior lets the 
employee work out his own plan of 
development action. 

President Percy has found that 
the company’s merit rating tech- 
nique has two by-product advan- 
tages. First, it opens a broad avenue 
of upward communication, from 
employee to management. Second, 
it provides a constant up-to-date in- 
ventory of company personnel, 
showing what special talents are 
available and helping to place the 
right man in the right job. 

Merit rating is company-wide. 
Even Mr. Percy is rated annually 
by two or three of his vice presi- 
dents, who then discuss with him 
areas for personal improvement. 
Group ratings: As a means of stimu- 

(Continued on page 112) 
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PROFILE OF A NEW KINI t MANE 


lating teamwork within depart- 
ments and other groups, the group 
rating procedure is used. 


At the top level, Percy and Rob- 
erts establish six-month and 12- 
month objectives for each operating 
division. Division heads take part 
in setting these objectives. Each 
week, the division head prepares a 
very brief report highlighting im- 
portant accomplishments and prob- 
lems. These reports help to spot- 
light potential trouble areas; correc- 
tive action can thus be taken before 
the problem becomes serious. 

At the end of the six- and 12- 
month periods, accomplishments 
with regard to the established goals 
are tallied and reviewed. The re- 
sults are used as a means of decid- 
ing on salary increases and bonus 
payments for extra performance. 


PROFIT PLANNING THROUGH DIVERSIFIC 


B&H METHODS 


|. Accept foreign competition as a 
favorable stimulus 


2. Concentrate on advanced en- 
gineering and production 


*S. Diversify into mass markets 
and other fields 


™As a manufacturer of motion pic- 
ture cameras and other photo- 
graphic equipment and supplies, 
Bell & Howell Co. is subject to 
powerful competition from a num- 
ber of foreign countries: Germany, 
Japan, England, Switzerland, Aus- 
tria, Belgium. Despite the fact the 
B&H must battle so-called “cheap 
labor” competition, President 
Charles Percy is strongly in favor 
of freer trade. For many years he 
has stumped for a general reduc- 
tion of U.S. tariff protection. Among 
his major points: international 
friendship historically follows the 
trade routes, and most other nations 
of the free world would rather be 
able to trade with the U.S. than to 
receive her aid. 

Invited to testify on this subject 
before the House Ways and Means 
Committee last year Mr. Percy 
said: “I believe that a gradual lib- 
eralization of our foreign trade will 
help to further improve the effi- 


(continued from page 110) 


A similar process of group per- 
fermance review is used for the 
smaller work groups within each di- 
vision. 


Q. Do you find that employees are 
willing and able to rate their own 
strengths and weaknesses objec- 
tively? 

W. L. JOHNSON (Vice President, In- 
dustrial Relations): At first there may 
be some hesitancy and they may be 
inclined to over- or under-rate their 
performance. But they soon learn the 
value of an opportunity to have their 
supervisor's undivided attention upon 


their problems, and become more and _ 


more objective in their self-evalua- 
tion. 


Q. What is your procedure when 
there is a wide variance between 


ciency of American industry, will 
increase our productivity, lower our 
unit costs of production and in- 
crease our standard of living. . . . 
There is a fallacy in saying we are 
competing with cheap foreign labor. 
Really, what we are doing is com- 
peting with the efficiency of the au- 
tomotive industry . . . because De- 
troit uses American labor relatively 
more efficiently.”® 


A Change in Direction: Soon after he 
stepped into the presidency, Percy’s 
reasoning in the area of freer trade 
was instrumental in the company 
altering its course of operations. 
The new tack resulted from an ex- 
perience that began just prior to 
World War II. Bell & Howell had 
decided to enter the high-priced 
35mm still camera field. A camera 
was developed and placed on the 
market. It was an exceptionally fine 
instrument and was purchased by 
some of the world’s leading profes- 
sional photographers. 





*Printed transcript of this testimony 
is available in limited quantity to 
MANAGEMENT METHODS’ tead- 
ers. For a copy address the editor or 
circle number 700 on the Reader 
Service Card in the back of this issue. 


an employee’s rating of himself and 
his superior’s rating of him? 

jounson: The Industrial Relations 
Division will attempt, by interviews, 
to determine the cause—whether the 
employee is under- or over-rating 
himself or being mis-rated by his su- 
pervisor. 


Q. Is there evidence that the per- 
formance rating program, and par- 
ticularly the self-rating aspects of 
it, is instrumental in reducing acci- 
dents, waste and other problems? 


jounson: No direct evidence, al- 
though improved individual observ- 
ance of safety rules and reduction of 
waste is often noted. Incidentally, 
Bt-H’s safety record is outstanding— 
two million consecutive man-hours 
worked without a lost time accident in 
1955. Our cost reduction program has 
been greatly stepped-up by profit 
sharing. 


This was an expensive camera, 
however, because it was difficult to 
manufacture. It required many 
hand operations and could not be 
mass produced. In competition with 
German camera makers, B&H’s 
35mm camera project was soon $1% 
million in the red. 

“It was at that time,” Says Presi- 
dent Percy, “that we began to ap- 
praise our attitude toward our na- 
tional foreign trade policy. The 
temptation, of course, was to seek 
higher tariff protection. We were 
forced to face the question: Shall 
the national interest be subordi- 
nated to our own special interest? 
We decided it should not be. We 
felt we had no right to ask the 
American people to pay a higher 
price for foreign cameras simply be- 
cause we had decided to go into this 
particular field and could not com- 
pete.” 

In 1952, production of the Bell & 
Howell 35mm camera was discon- 
tinued and the company’s over-all 
position in the photo equipment in- 
dustry was subjected to scrutiny. 

Clearly, with labor rates often 
eight times higher than foreign cam- 
era makers, B&H could not hope 

(Continued on page 114) 
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to compete on a handicraft basis. So 
instead, the company determined to 
alter its direction and follow this 
course of action: 

1. Counter-balance high labor 
costs through the ever-widening use 
of advanced engineering and ad- 
vanced methods of production, par- 
ticularly mechanization and auto- 
mation. 

2. Continue to supply the mar- 
kets for higher priced semi-profes- 
sional and professional equipment 
(including most Hollywood studios, 
for example), but in addition, enter 
the lower-priced market for ama- 
teur-type equipment that could be 
mass produced. 

3. Diversify in the photo equip- 

ment field, and also into other re- 
lated fields, as a means of providing 
a broad, stable and flexible base for 
future profits. 
Amateur Camera Market: As a pre- 
liminary and preparatory step in its 
effort to create a dominant place for 
itself in the amateur movie camera 
market, Bell & Howell conducted 
numerous market surveys. These 
studies showed that 78% of the pub- 
lic were interested in making their 
own movies, but that nine out of ten 
of these people had no artistic as- 
pirations beyond the recording of 
family events and vacations. They 
expressed little interest in compli- 
cated equipment capable of produc- 
ing Hollywood effects. Instead they 
said they wanted equipment that 
was economical and simple to op- 
erate. 

B&H’s top management came to- 
gether in a Research Board meeting 
and set as the company’s goal the 
development of an 8mm movie cam- 
era priced to sell for less than $50. 
This was a challenging objective. 
In 1939, B&H had produced a 
movie camera in this price range, 
but at that time labor costs were 
$.40 an hour as against the then cur- 
rent rate of about $2 an hour. None- 
theless, engineers, management per- 
sonnel and others in the company 
put their heads together and 
tackled the problem. By ingeniously 
simplifying the design and devising 
the most modern mass-production 
methods, it was not long before a 
high-quality, low-cost B&H movie 
camera was on the market. This 
camera is now selling for $39.95, 
well under the original price goal. 
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Diversification: When the decision 
was made to broaden the company’s 
product range, Bell & Howell al- 
ready possessed a fairly diversified 
line of products. For example, since 
1946 it had been in the microfilm 
equipment field. 

But now the company wanted to 
diversify still further. It purchased 
the Three Dimension Company of 
Chicago, a leading maker of slide 
projectors and tape recorders. This 
firm now operates as the TDC Divi- 
sion of Bell & Howell and has been 
an important means of broaden- 
ing product range. It has expanded 
its line of tape recorders, developed 
a series of new stereo cameras, and 
introduced a line of high fi- 
delity radio-phonograph-tape _re- 
corder consoles, as well as a fully 
automatic slide projector and other 
products. 

Another acquistion in 1954 was 
the De Vry Corp., which added to 
B&H’s line of heavy duty 16mm 
sound projectors for military and 
commercial use. 


Charles H. Percy has made the 
statement that small and medium 
sized companies enjoy many operat- 
ing advantages over the corporate 
giants. An increasing number of 
companies are coming to share this 
opinion—result: more corporate de- 
centralization. 

Bell & Howell, by tripling its sales 
in the past seven years, has demon- 
strated that a company which takes 
advantage of the opportunities its 
size offers will grow at a faster than 
normal rate. 

But B&H has grown not only be- 
cause it has seized the advantages 
of its size. Equally important, the 
company has grown because its 
management has been alert in 
adapting the management methods 
of “big business” and has incorpo- 
rated these methods into its own 
over-all management strategy. 

In so doing, the members of Bell 
& Howell’s management team have 
shown themselves to be representa- 
tive of today’s new kind of manager. 
These management men have freed 
themselves from much of the day- 


Q. Generally speaking, do you think 
that the advanced technology of 
American industry puts us on a fa- 
vorable par competitively with 
countries where labor costs are 
only a fraction of ours? 


percy: Yes, and here’s an example 
to prove it. Recently, our lens design- 
ers developed an improved lens for 
motion picture cameras. To determine 
whether we should make it or buy it 
to our specifications, our Purchasing 
Division secured quotations from a 
number of foreign manufacturers as 
well as from our own Lens Division. 
We do this in line with our policy 
that all captive manufacturing units 
within the company must remain 
strong by being competitive in their 
prices with outside sources. On a 
strictly competitive basis, our Lens 
Division secured the business. Despite 
the enormous disparity in hourly labor 
rates, the ingenious techniques devel- 
oped by our staff produced so low a 
unit cost that, even without tariff pro- 
tection, our bid would still have been 
below that of our foreign competition. 


to-day operating routines that so 
often trap executives, and have de- 
voted themselves to the true man- 
agement function of planning ahead 
—for profit. Every program within 
the company is aligned to this key 
factor of profit planning. 

Is the Bell & Howell management 
strategy unique? Yes, but only in 
the respect that it has been molded 
to fit the particular needs and spe- 
cific problems of a given company. 
The ingredients of Bell & Howell’s 
management strategy are among 
the most basic of management 
methods. They are being adapted, 
combined and applied by enlight- 
ened administrative managers in 
companies of all sizes and types— 
with results relatively as great as 
those achieved by Bell & Howell. m/m 
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S. C. Johnson & Son, Inc., famous manufacturer of quality wax products for home and 
industry, uses Copyflex to speed and simplify purchasing-receiving paperwork. Receiv- 
ing data is added on to a translucent copy of the purchase order, and Copyflex copies— 
made mechanically without further writing—serve as receiving reports and notices. No 
costly rewriting or retyping of basic order information, no manual copying errors. 


The American Stee! & Wire Division of the United States Steel Corporation, world’s greatest 
Producer and fabricator of steel, gets out a wide variety of paperwork on a fast, one- 
writing basis with Copyflex. Accounting reports, works standards, and production 
orders are mechanically reproduced directly from written worksheets. Elimination of 
manual transcription speeds processing of important information, saves thousands of 
dollars annually in clerical costs. 





Copies anything typed, written, 
printed or drawn on ordinary 
translucent paper—in seconds. 


Specialists in Copying Since 1897 
CHARLES BRUNING COMPANY, INCORPORATED 
4700 MONTROSE AVENUE e CHICAGO 41, ILLINOIS 


“In Canada: Charles Bruning Co. (Canada), Lid., 105 Church St., Toronto 1, Ont. 













First-Line Companies 
Eliminate a Big Cost 
of Major Business 
Operations 


with Revolutionary 
Copyflex One-Writing Method! 


Throughout America, alert companies like those 
described here are simplifying and speeding major 
business operations with the revolutionary one-writing 
method made possible by modern Copyflex copying 
machines. You surely can, too! 


With Copyflex, you write basic information only once— 
the entire series of copies needed to complete any 
systematized business operation are mechanically 
reproduced from the original. You eliminate the big cost 
and delay for retyping or rewriting constant information 
from one form to another. 


Copyflex machines are clean, odorless, economical— 
letter-size copies cost less than a penny each for 
materials. Copyflex will fit readily into your present 
systems. Mail coupon today—it can mean important 
savings for you. 


Bruning gives you the product and service you need 
when you need it! Plants at Teterboro, N.J., Chicago, 
Kansas City, Los Angeles, and Toronto. Sales-service 
offices in 30 principal cities in the United States and 
Canada. 


See Copytlex in action 
at the International Sys- 
tems meeting, Philadel- 
phia, October 22-24. 


Desk top Model 100 Copyflex copies originals 11 inches 
wide by any length. Makes up to 300 copies of different 
letter-size originals per hour. Only $498.50. Other models 
available to copy originals up to 46 inches wide. 





Charles Bruning Company, Inc., Dept. 102F 
4700 Montrose Avenue, Chicago 41, Illinois 





Please send me information on the Copyflex process and 
machines. 
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(Random Access Memory) 
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“single step” data processing 


-..newest concept in business record-keeping! 


“SINGLE STEP” data processing 
means the ability to process each trans- 
action as it occurs—at the same time 
updating every related record on file! 

This revolutionary new record-keep- 
ing concept is made possible through 
the exclusive features of the IBM 
Random Access Memory. With a ca- 
pacity of 6,000,000 to 24,000,000 digits 
of business facts and figures, RAM 650 
can put the finger on any one fact in- 
stantly ... for processing or reading out 


DATA PROCESSING + 


RAM units, of 6,000,000-digit 
capacity each, transform this 
IBM 650 “Electronic Work- 
horse” into a “single step” 
data processing system for 
business and industry. 


ELECTRIC TYPEWRITERS e 


. . without time-consuming searching 
or sorting! 

At interrogation stations of the RAM 
650, direct inquiry can be made into 
this tremendous memory file. Through 
automatic typewriters at these loca- 
tions, RAM instantly provides answers 
to specific questions that reflect the lat- 
est transaction against sales, inventory, 
customer accounting ... any account- 
ing record. 

With these updated facts, manage- 


TIME EQUIPMENT 


(Circle 590 for more information) 


ment decisions are supported by the 
full weight of current business happen- 
ings! To bring your company up-to-date 
on this latest RAM 650 development, 
call your local IBM representative. 


International Business Machines Corporation 
590 Madison Ave., New York 22, N. Y. 
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“\My Niagara Cyclo-Massage Chair is wonderful .. . 
relieves tension and fatigue 





JOHN S. HEWITT 
President 
Anahist Co. 


“There’s nothing quite like a leisurely 
‘ride’ in one of the new Niagara Chairs. 
In the middle of the day, I like to lean 
back in mine and let the cyclo-massage 
motors relax tired muscles and nerves. 
The Niagara Chair is a wonderful aid to 
comfort and health .. . and it would, I 
think, be a delight to any busy executive.” 


Now you can help increase circulation, ease 
tension, and improve physical condition— 
easily, comfortably—while you read or rest. 

The Niagara Lounge Chair is a beautiful 
reclining chair of simple, conservative lines 
that contains three Niagara Cyclo-Massage 
motors. Exhaustive research engineering has 
made possible this amazing equipment, and 
medical research confirms its remarkable 
muscle relaxant and sedative effects. 

If you want the sensation of a lifetime, just 
sit in the Niagara chair. Ease back to your 
most comfortable position, turn on the motors, 
and . . . aaaahhhh . that’s it. Cares and 
wears of mind and body float away. You are 
but half-conscious of a marvelous action, like 
thousands of tiny fingers gently stroking, 
kneading, reaching deep, DEEP down to ma- 
nipulate and comfort every muscle and joint 
in your body. 

You owe it to yourself to try the Niagara 
Chair or, at least, to get complete details on 
it. Send coupon for complete details including 
beautiful, full-color brochure. 





Oe A 
‘S Guaranteed by > 
Good Housekeeping 
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Buried in the deep, foam-rubber 
cushions cre three cyclo-mas- 
sage motors . . . not common 
vibrators but duplicates. of the 


athletic tecms. 





IN CANADA: MONARCH MASSAGE, LTD., 
Copyright 1956 ?'iagara Mfg. & Dist. Corp. 


motors used in Niagara Massage equip- 
ment built for hospitals, clinics, and 


in no time at all’’ JOHN S. HEWITT 











Niagara M is available in many models to suit 
every need and dition, including the comfortable 
EXECUTIVE CUSHION for use on desk chair, and the 
THERMO-CYCLOPAD, right, combining heat and mas- 
sage to help relieve pain of chronic arthritis, bursitis, 
fibrositis and rheumatism. Send for complete details. 








Thermo-Cyclopad Executive Cushion 






SEND FOR FREE BOOKLET 
NIAGARA, Dept. MM-106, Adamsville, Pa. | 


Send me details on Niagara. 





Address 
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